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INTRODUCTION

Retailing has undergone tremendous changes in recent years. Sales training
has increased throughout the United States because of the need for more efficient
and qualified sales personnel in today's retai] store. It is believed that this
"Effective Retail Sales Techniques" manual will provide an excellent outline for an
instructor to teach retail sales.

This manual has been used by students in two types of adult training---pre-
paratory, for people who are not yet emp]oyed in retail establishments, and supple-
mentary, for individuals who are already working. This manual was first compiled
when I was working as a teacher-coordinator in Chattanooga, Tennessee, and also when
I was with the State Department of Vocational Education, Distributive Education Ser-
vices. Very satisfactory results have been accomplished both in high school and
adult vocational education when I used this outline. |

Retailers have been receptive to how the sessions are broken down and the
content within the outline. There are a number of devices within the appropriate
section on promoting §a1es training within your community.

As one previews this manual, he can see that the information presented is new
in most respects to retail sales training. Although some information has been pub-
lished in the past, the author feels it is still beneficial to sales training of
today.

I would like to thank J. L. Goins for his confidence in letting me teach
sales programs the first year that I was in disfributive education, and for his
assistance and help in my total knowledge of adult distributive education. This
manual was first used under his direction.

Secondly, I would 1ike to thank Dr. Bernard C. Nye for letting me continue on

with the retail training program when I was a member of the Ohio D.E. staff in Adult
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Distributive Education.

Thirdly, Jerry Garman for his persistance in thinking the manual was informa-

tive enough for publication.

Lastly, Mrs. Cathy Ashmore for her work with me in preparing the final copy

for publication.

Have fun, and good luck to the users of this manual.

R. A. Canei

Adult Supervisor

Springfield and Clark County
Joint Vocational School




TIPS ON PROGRAM MANAGEMENT

"Effective Retail Sales Techniques" is basically a twelve-hour program for
adults who are working or who are preparing to work as retail salespeople. It is
also a very good summarization manual for high school students. Once they have re-
ceived the complete theory of retail sales, information in this manual can be dele-
ted or added to in many different ways---depending on the type of people in the pro-
gram and also the instructor's qualifications. The following are suggested ideas on

getting the most out of retail sales training programs:

Class size: A minimum of 12 people and a maximum of 25 can usually be handled
by an instructor who is using this manual. The more people you have in the program,

the less each person will be able to participate in the discussion.

Breakdown of sessions: The manual is broken down into five major sessions.

They take an individual from the human aspect of sales, which is the most important,

to the related sales techniques.

Equipment needed: (1) special pen for transparencies, (2) 16mm projector,

(3) overhead projector, (4) transparency reproducer, (5) press-on letters for trans-
parencies to personalize one's material, (6) magic markers, and (7) tent cards.
If funds are available, buy participants a notebook for material that is used

in the program.

Handouts:* Handouts are identified in course outlines when they should be

* Remember: Have handouts reproduced in quantity with good readable reproduction.

04
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used. An instructor can pass out handouts when they are mentioned in the outline or
at the end of the class session. (This depends on the instructor and how he is con-

ducting the program.)

Arrangement of the class: should be in a U-Shape so that an instructor can

get the most discussion from class participants.

Films: In the section entitled "Suggested Films" are summaries of films that
can be used in this training program. They are also numbered appropriately for each
session they should be used in. If an instructor wants more information about sales
training films, he should consult the "D.E. Film Catalog" from the Ohio Distributive
Education Materials Laboratory.

Before using, one should review the film and make a summary sheet before it
is used in class. Using a summary sheet gives the participants more information

about what is covered in the film.

Supplementary Handouts and Transparencies: In this manual I have supplied

instructors with additional sales supplemental material both in the sections marked
"Supplementary Handouts" and "Supplementary Transparency Masters". If an instructor
using this manual wants more information, this would be a good place to look before

going to an outside source.

Evaluation Sheets: These can be used in many different ways, perhaps as a

review of the past session or as a quiz for high school students. There is also a
comprehensive quiz in the supplementary handouts that can be used for the complete

program.

Course Evaluation Sheets: Course evaluation sheets should be used in every

instance when this program is conducted. A sample evaluation sheet is enclosed in

this manual (HANDOUT #5-4). A course evaluation sheet will give the instructor some

8




areas of suggestions for conducting the program in the future. They should be handed
out at the last session, and class members should be given five minutes or so to £il1
them out. They should be picked up by the instructor and reviewed after the partici-

pants have left the meeting room.

Sales Demonstration Check Sheet: The sales demonstration check sheet is used

in the last session (HANDOUT #5-2) to critique the sales demonstration by each parti-
cipant in the program. They should be thoroughly reviewed by the instructor and
mailed to the individuals in the program to let them know how they did on the sales

demonstration.

The above suggestions will make the prdgram run more efficiently, and the
participants in the program will get the most out of your sales training program.
Remember, if businesses are paying for this program or paying individuals for attend-
ing this program, they want to get their money's worth to make it worthwhile for
them.

Along with the tips mentioned, a good training program for instructors is the
Adult Instructors Training Program (AIT) conducted by the Ohio Department of Voca-
tional Education, Distributive Education Services. A good review for instructors to
use along with AIT is the manual entitled, "Teacher Tactics", which will be avail-
able at the Ohio Distributive Education Materials Laboratory.

There are samples of promotional devices that one can use to pass the word to
the public. Many more can be made with this basic formula:

WHAT

WHERE (room)

WHEN

WHY

cosT

INSTRUCTOR (sometimes used)

Fi11 in the pertinent information to the above formula and anyone can make a good

flyer or brochure to publicize a training program.

-5 - 3




Follow the suggested information for the different news media. Remember
these facts: a news article, radio release, or TV release should be submitted to
the appropriate media ten days before release date. Newspaper releases should be
double- or triple-spaced on one side of 8-1/2" X 11" paper. The left-hand corner
should have name, phone, department, address, and date. The right-hand corner
should have the date to be released. Never send a carbon copy of the article to the
newspaper. If an article is more than two pages, the word‘"MORE" should be in all
capitals at the bottom of the page. The last page should have "##" or "30/30"
signed at the end. Paragraphs should be five typewritten lines or two sentences.
Make sure there are no grammatical errors.

Radio announcements should be calculated on the following form:

10 seconds . . . . « « . . . 25 words
20 seconds . . . . . . . . . 50 words
60 seconds . . . . . .« . . . 100 words

Television announcements:

10 seconds . . . . . . . . . 12 words
20 seconds . . . .« . . . . 35 words
60 seconds . . . . . . . . . 120 words




WELCOME

DISTRIBUTIVE EDUCATION SERVICES

Do you know the most important word in the human language? Psychologists
tell us that to the individual nothing is so sweet as the sound of his name.
It's the first word we learn to recognize in human communication. Since
infancy it was most used in a pleasant context---so today it always makes us
feel good to hear our name.

Let's communicate freely and with a good feeling throughout this session.
Break down barriers to communication by getting to know your neighbor and the
consultants who are working with you. Get to know as many of the people
attending the seminar as you can. Learn their names and let them learn yours.

Distributive Education Services has provided you with a tool to help you
to recognize the names of the persons attending this session:

TENT CARD
You'll notice this sheet can be neatly folded in half into a handy tent
card. Here's how you use it:
1. Legibly print your first and last name and organization on both
sides of the fold with the special pen provided. Be sure that
your first name appears in larger print than the last. We

operate on a first name basis here.

2. Place the card in front of you during all sessions.

NOW. .

. HAVE A GOOD,_INFORMA;I%? SESSION
‘ £
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Emplovee and Costomer Relations

SALESMAN THEY LIKE. THEY AVOID A SALESMAN THEY DON'T LIKE.

" TAKE PAINS TO BE PLEASANT, MOST PEOPLE TRY TO DO BUSINESS WITH A j
|
. |
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SESSION 1: EMPLOYEE AND CUSTOMER RELATIONS

Instructional Outline Methods

Arrive early for first
session. Check the room
for seating arrangements,
ash trays, tent cards,
etc. Place any visuals
you plan to use in a con-
venient spot and be sure
that your notes and
material for the first
session are in order.
Greet each person as they
enter, make them feel

at ease (do this for all
sessions).

Start promptly on time.

Have an official of top
management start the
training class off if
‘ possible. After comments
from management, take
time for class members
to introduce themselves
and tell their position,
duties, and number of
years in selling. Men-
tion total years of ex-
perience represented and
assure the class that
they will learn from each
other, as well as from
the training material
to be presented.

Use TRANSPARENCY #1-1.
Personalize your trans-
parency with your local
area information.

I. How The Class Sessions Will Be Conducted. Use TRANSPARENCY #1-2
to explain other classes
A. Informal. which are available from
B. Questions related to topics of study will be an- the distributive educa-
swered. tion department.
C. Examples and illustrations are welcome.
‘ D. Summary sheets will be used for discussion and

study purposes.




SESSION 1: EMPLOYEE AND CUSTOMER RELATIONS

Instructional Qutline

Methods

E. Class sessions will start and end on schedule.

F. Mention that they will be expected to contribute
to class discussion. They will also conduct a
sales demonstration during the last session.

G. Check sheets will be used during the sessions,

but they are for self-evaluation purposes only.
No one will see the sheet except you.

II. Why Are We Having This Class?
A. Provoke thought.
B. Increase sales.
C. Learn from experiences of others.
D. Brush up on sales techniques.
E. Gain self-confidence and composure.
F. Develop enthusiasm.
G. Learn the difference between the professional
salesperson and the order-taker.
H. Develop better customer relations and service.
III. Objectives.
A. To refresh memory of selling techniques.
B. To increase your sales and income.
C. To improve customer relations and service.
D. To encourage you to become a professional
salesperson (we will discuss this shortly).
E. To prepare you for advancement and promotion.
F. To make your job more effective, enjoyable
and challenging.
IV. Why Are You Important?
A. Before we talk about salesmanship and the re-

lated areas involved, let us first talk about
you. Yes, you are important, very important.
You are important to many people and for many
different reasons. How many of you have been
complimented today? This week? How many of
you have complimented someone else today? This
week? Let me say right now that you are im-
portant; in fact, you are the most important

-10 -
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Ask this question.

TRANSPARENCY #1-3. This
should be shown after
some of the participants
have given answers. Use
this to tie the answers
together.

What is the secret of
learning? Socrates said
that all learning is self
learning.

Mention objectives of
class and tie in with II
above. Emphasize that
objectives will directly
benefit them.

Emphasize to the class
that they are going to
get out of the class what
they put into it--nothing
more, nothing less.

TRANSPARENCY #1-4. Use
if the class make-up is
pre-employment.

Ask this question.
TRANSPARENCY #1-5.




SESSION 1:

EMPLOYEE AND CUSTOMER RELATIONS

Instructional Outlines

Methods

V.

VI.

group in this store. This is a nice compliment,
jsn't it? And this statement is very true. How
many of you thought you were important to this
store before right now?

You Are Important.

No one is perfect and oftentimes supervisors
and management personnel forget to say "thank
you" or express appreciation for a job well
done. However, this does not mean that you are
not important or appreciated.

Professional Grooming.

A.

First impressions are lasting impressions.

Good grooming is important as you represent the
store to the general public. To the customer
you are the store. Looking, acting, and being
sharp is part of the job of a professional
salesperson.

Grooming is a local consideration. It should
be discussed in relationship to our own time
and situation. Basically the salesperson must
remember to dress appropriately based on the
needs of his customers, his employer, and him-
self.

People Relationships.

A.

Human Relations and Customer Relations.

- 11 - j;{;

Ask for a show of hands.
Ask why they think they
are important. Comment
on each reaction. At
this point discuss in
detail HANDOUT #1-1 en-
titled "You Are Impor-
tant." Mention each area
of importance and get
participation from the
class. Give examples

for each point of dis-
cussion or use comments
of class to emphasize
importance of sales

staff to success of the
store. TRANSPARENCY #1-6.

HANDOUT #1-2, "The Sales-
person and Good WilT."

It might be well to spend
several minutes discuss-
ing the effect of groom-
ing on customers.

TRANSPARENCY #1-7. Dis-
cuss points and ask the
group to contribute ideas.




SESSION 1: EMPLOYEE AND CUSTOMER RELATIONS

Instructional Outlines

Methods

—
.

Retailing is a people-oriented business.
2. The success or failure of a store depends
on how well it works with the general public,
and more importantly, its customers.
B. The definition of human relations.
1. Relationships between people or
2. The art of getting along with people. When-
ever two or more people meet, interaction
begins and you become involved in human re-,
lations.
C. Human relations is an active force. You either

have good or bad relationships with your cus tomers,|

Human relations is at work all the time! Remem-
ber, some people are hard to get along with all
the time, and we are all hard to get along with
part of the time.

D. How can we build good human relations?

Understanding of human behavior.

Self-control and tact.

Patience, consideration, and understanding.

Looking at things from the viewpoint of the

customer, which is the key to successful sell-

ing (empathy).

5. Remember that the customer is the "boss" of
everyone in retailing and that the customer is
always right.

6. The majority of customers in a store are "re-
peat" customers; therefore, good human rela-
tions and personal contact are necessary for
success in retailing.

7. Treat the customer the way he wants to be
treated. Be "selfish" -- benefit your cus-
tomers and they will also benefit you.

8. Be willing to give a little in relations with
co-workers and management.

HwWwn -

VII. Recognize the Customer as an Individual.

A. Recognize your customer as an individual.
1. What is an individual?
2. What traits make up a person?
3. What traits make up your customers?

iy

TRANSPARENCY #1-8.

TRANSPARENCY #1-9.

Discuss.

TRANSPARENCY #1-10.

HANDOUT #1-3, "Your Cus-
tomer." Discuss the study
sheet "Your Customer.'
Emphasize that many th1ngs
determine a customer's
personality. An under-
standing of what makes a
customer tick will give
you the ability to live




SESSION 1: EMPLOYEE AND CUSTOMER RELAT

IONS

Instructional Outline

Methods

After you recognize your customer, . then treat

him as an individual.

1. Everyone is selfish--they care about their
own problems--not ours.

2. Success calls for placing you before I in
selling.

3. Call your customer by name--no name is as
important to him as his own name.

4, Determine his needs and try to satisfy his
needs.

The statement "The store exists for the custo-

mer, not the customer for the store" is very

true.

1. State and discuss this question: "How many
of your customers will Took better in their
own eyes because they have met and dealt with
you today?".

Salesmanship.

—
.

What is salesmanship?
2. Why is salesmanship important?
a. To the store.
§1; More profits.
2) Less marked-down merchandise.
(3) Store's popularity -- better image.
b. Customers.
E]) Source of product information.
2) Source of another opinion.

(3) A source of new ideas -- time and money
saving.

c. You -- the salesperson.

(1) Job security.

(2) Increased earning.

(3) Personal satisfaction.

d. National economy

(1) Provides Jjobs.

(2) Creates demand for new concepts of liv-
ing, new methods, new products, new
ways to do things.

3. Professional selling is offering sincere,
honest, friendly and courteous service to your
customers.

%
-13 -

with the difficult cus-
tomer.

TRANSPARENCY #1-11.

HANDOUT #1-4, "Eleven
Commandments of Good
Business." Read and
discuss.

HANDOUT #1-5, “Order-
Taker vs. Professional
Salesperson.”




SESSION 1: EMPLOYEE AND CUSTOMER RELATIONS

Instructional Outline

Methods

VIII. Personality.

A. Have you ever wondered what makes a successful

salesperson?
1. Personality.
2. Attitude.
3. Initiative.
4. Courtesy.

B. Personality comes from the word "person" and may
be defined as "that something which distinguishes
one person from another" or the "sum total of all
your traits and characteristics” or "a reflection
of inner-self."

C. Some traits necessary for you to have and possibly
develop for success in selling.

1. Polse and confidence.
2. Good voice and vocabulary.
3. Friendly smile.
4. Well-rounded personality.
5. Dependability.
6. Trustworthiness.
7. Understanding of others.
8. Respect for others.
9. Self-control.
10. Initiative and determination.
11. Imagination.
12. Enthusiasm.
IX. Attitude.

A. Fortune Magazine conducted a survey to find out
the ingredients of a successful salesperson. They
found that four primary areas were involved for
success in retail selling. The areas included:
1. Attitude.

2. Merchandise information.
3. Techniques of selling.
4. Human relations.
B. As can be seen, almost 60% (58%) of your success

depends on your attitude and human relations. You
are going to learn the techniques of selling in
this class, but you still need to improve your-
self in the area of "people relations." Pro-
fessional salesmanship is an art and science, not
an occupation that "just anyone" can walk into

without any training or determination and succeed.

19
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Ask this question and get
ideas from the class.

Ask: "What is a sales
personality?"

TRANSPARENCY #1-12.

TRANSPARENCY #1-13.

HANDOUT #1-6, "Initia-
tive." Discuss the im-
portance of initiative in
selling.




SESSION 1: EMPLOYEE AND CUSTOMER RELATI

ONS

Instructional Outline

Methods

X.

Courtesy.

A.

Before we wind up this session, it might be good
to relate courtesy with good salesmanship. With-
out courtesy and good personal relations, your
knowledge of sales techniques will be worthless.

COURTESY

Strange, isn't it, that the value of courtesy
isn't more generally understood and appreciated?
Courtesy is really so easy to practice that it
should be the most common thing encountered in our
everyday life.

It is the exceptional town whose inhabitants
display courtesy toward strangers; the exceptional
business organization that has succeeded in cul-
tivating marked courtesy among its employees.

Every day business is lost because this old-
fashioned virtue is neglected in our marts of trade.

B. C. Forbes, in his column in the "New York
American," once told of a young Southern woman
who came to New York to study music and took a job
in a better-class department store to help meet
her expenses.

When a customer came into her department she
would step forward, graciously offer her services,
and usher the customer to a chair while she brought
out the merchandise the customer asked to see. Her
whole demeanor was like that of one greeting a
friend who has come to visit.

"Co-workers laughed at her," Forbes wrote,
"and some warned her, but the woman couldn't be
other than natural."

One day the store manager approached. Not
knowing who she was, the sales girl greeted her
with her usual affibility . . . while her co-workers
nudged and tittered. Presently the manager reveal-
ed her identity and explained that the store had
received so many nice letters commending her sales-
manship the manager wanted to express her appre-

Me."

ciation.

P

o
59
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HANDOUT #1-7, ""Remember




SESSION 1: EMPLOYEE AND CUSTOMER RELATIONS

Instructional Outline Methods

"Just old-fashioned courtesy of the kind she
had always been accustomed to show toward people,
yet co-workers laughed at her . . . even warned
her," Forbes observed.

. From the "Pick Up"
United Parcel Service

B. Courtesy is contagious and this is particularly
true in selling. Your most potent weapon in sell-
ing is a warm, friendly smile. Edgar A. Guest
sums up the value of courtesy more effectively HANDOUT #1-8, “Good Busi-
than I can. ness."

C. It is estimated that 90% of the customers who
leave your store do so because of lack of cour-
tesy -- not because of prices, lack of merchandise
and proper facilities.

XI. Unit Summary.
A. How can you change your sales personality? Ask for questions and re- ‘

view important points of
Session I.

HANDOUT #1-9, "Rules for

a Perfect Day."
B. What's cominy.

1. Effective sales approaches and how to use
them.

Techniques to use in presenting merchandise
to customers.

How to overcome objections properly.
Effective closing methods that will make you
a better salesperson.

Suggestion selling and how it will increase
your sales earnings and improve customer ser-
vice.

6. Related sales duties such as techniques of
hand1ing money, cashing checks, prevention of
shoplifting, etc.

C. Before the next session.

1. Observe techniques used by salespeople in
approaching customer--what is good and bad
about them.

g P N

2. Observe how merchandise is presented to cus- We will discuss these at
tomers--good and bad techniques. our next session. ‘
<1
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SESSION 1: EMPLOYEE AND CUSTOMER RELATIONS

Instructional Outline Methods

Reassure group of the
value of the class and
that you are looking for-
ward to the remainder of
the sessions. Mention

to the group that if they
have questions about
selling techniques, to
bring them to the next
session and they will

be discussed at the ap-
propriate time.

Q . —

ERIC A




HANDOUT #1=1

YOU ARE TMPORTANT

You, the salesperson, are the most important individual in your store. Your
cooperation, support and "100 percent" salesmanship effort is essential if you and
your store are to succeed to the fullest potential.

You, the salesperson, are the final link in a long chain of action=--action
designed to meet and serve customer needs by providing them merchandise when they
need it. You make the entire process a success or failure by using either good or
poor salesmanship.

You are very important in the following ways:

YOU ARE IMPORTANT TO YOURSELF

I. Personal success.
2. Personal satisfaction.
3. Family stability, security, and enjoyment.

YOU ARE IMPORTANT TO YOUR CUSTOMERS

You are often the only contact with the store.

You represent the store to the customer.

Customers often look to you as an expert to satisfy their
needs and wants.

W N -

YOU ARE IMPORTANT TO THE DEPARTMENT MANAGER AND STORE MANAGER

. Their knowledge, experience, and planning is not effective
unless you sell the merchandise.
2. Your sales directly affect their income and success.

YOU ARE {MPORTANT TO YOUR FELLOW WORKERS

. Mutual cooperation and understanding are essential to make
a department operate smoothly and profitably.

2. Fellow employees look to you for advice, help and assistance
in getting the total Jjob done.

YOU ARE IMPORTANT TO THE STORE OWNER

I. The owner's investment and security are in your hands.
2. The owner makes or loses mcney according to sales records
of total salespeople in the store.

REMEMBER, YOU ARE IMPORTANT!! Your job is important and your customers are
important. Develop and maintain a positive attitude toward yourself, your customers,
your job, and practice good salesmanship at all times, and you will be important.
NEVER FEEL THAT YOU ARE "JUST A SALESPERSON" and that you aren't important, because
you are the most important person in your business.

r
[

-19 -




HANDOUT #1-2

THE SALESPERSON AND GOOD WILL o

In a study of questionnaires sent to inactive charge account
customers, 300 replies brought out the fact that salespeople are
responsible for 72 percent of inactive accounts in stores. The survey
showed the following reasons why customers ceased using their charge
accounts:

Indifference of salespeople . . . . . . . 24
Attempts at substitution . . . . . . . . . 22
Salespeople's errors . . . « « « o o o o« . 9
Tricky selling methods . . . . . . . . . . 9
Over-insistence . . . . « « « « « « « « 8

o o o o o

TOTAL DUE TO SALESPEOPLE . . . . 72

o\e

Slow deliveries

Delays in service

Tactless business p011c1es
Poor store layout .
Refusal to make adJustments
Poor quality merchandise

NNV

o oS o\ o\ S o

TOTAL . . . . 100

o\e

The facts brought out in this survey are somewhat startling.
Few people refuse to buy in a store because of the merchandise carried.
Many stop buying in some particular store because of some unthoughtful
act on the part of the salesperson.

gﬁw




HANDOUT #1-3

YOUR CUSTOMER

Your customer is the sum total of his traits, habits, interests, character-
istics, and experiences. All of your customers have good and bad points.

Your customer is motivated and affected by the elements and factors listed
The following factors will have an important effect on your customer rela-

below.
tions, and how you feel about your sales job.

MAKE-UP OF YOUR CUSTOMER'S PERSONALITY
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The better you know and understand your customers, the better you will be
able to serve them more effectively. Remember that each customer has a personality

‘l. all his own.
TREAT EACH CUSTOMER AS AN INDIVIDUAL.
. e

o

O
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HANDOUT #I-4

10.
11.

THE ELEVEN COMMANDMENTS OF GOOD BUSINESS | o

A customer is the most important person in any business.
A customer is not dependent on us . . . we are dependent upon him.

A customer is not an interruption of our work . . . he is the pur-
pose of it.

A customer does us a favor when he calls . . . we are not doing him
a favor by serving him.

A customer is part of our business . . . not an outsider.

A customer is not a cold statistic . . . he is a flesh-and-blood
human being with feelings and emotions like our own.

A customer is not someone to argue or match wits with.

A customer is a person who brings us his wants . . . it is our job
to fill those wants.

A customer is deserving of the most courteous and attentive treat-
ment we can give him. ‘

A customer is the person that makes it possible to pay your salary.

A customer is the life-blood of this and every other business.




HANDOUT #1-5

ORDER-TAKER vs. PROFESSIONAL SALESPERSON

The order-taker finds the item that the customer asks for, writes
out a sales slip, and makes change and wraps the package. Some order-
takers cannot even manage to stay pleasant while they are performing

these simple tasks!

The professional salesperson creates wants and needs that never
existed before. The professional salesperson goes beyvond the level of
merely filling current demand. The professional will create demand for

new products, new brands, new methods, new concepts of living.

WHAT KIND ARE YOU ?

R . . -ty
U e -

e AL
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HANDOUT #I1-6

INITIATIVE

The world bestows its big prizes, both in money and honors, for
but one thing, and that is INITIATIVE. What is INITIATIVE? 1I'l1 tell
you: It is doing the right thing without béing told.

But next to doing the right thing without being told is to do it
when you are told once. That is to say, carry the Message to Garcia:
those who can carry a message get high honors, but their pay is not al-
ways in proportion.

Next there are those who never do a thing until they are told

twice: such get no honors and small pay.

Next, there are those who do the right thing only when Necessity
kicks ther from behind, and these get indifference instead of honors,
and a pittamce for pay. This kind spends most of its time polishing a
bench with a hard luck story.

Then, still lower down on the scale than this, we have the fellow
who will not do the right thing, even when someone goes along to show
him how and stays to see that he does it: he is always out of a job,

and receives the contempt that he deserves, unless he happens to have a

rich Pa, in which case Destiny patiently awaits around the corner with
a stuffed club.
TO WHICH CLASS DO YOU BELONG ??

-- Elbert Hubbard

- 24 -




HANDOUT #1~7

REMEMBER ME

['M THE FELLOW WHO GOES INTO A RESTAURANT, SITS DOWN, AND PATIENTLY
WAITS WHILE THE WAITRESS DOES EVERYTHING BUT TAKE MY ORDER.

['M THE GUY WHO GOES INTO THE GROCERY STORE AND STANDS QUIETLY WHILE
THE CHECKERS FINISH THEIR CHIT-CHAT.

['M THE MAN WHO DRIVES INTO A GAS STATION AND NEVER BLOWS HIS HORN BUT
WAITS FOR THE ATTENDANT TO FINISH READING HIS COMIC BOOK.

You MIGHT CALL ME A GOOD GUY. BUT DO YOU KNOW WHO ELSE I AM? I'M THE
FELLOW WHO NEVER COMES BACK -- BECAUSE YOU DIDN'T RECOGNIZE ME, AND IT
AMUSES ME TO SEE YOU SPENDING THOUSANDS OF DOLLARS EACH YEAR TO GET ME
BACK.,

[ WAS THERE IN THE FIRST PLACE -- AND ALL YOU HAD TO DO WAS SHCW ME A
LITTLE COURTESY AND GIVE ME A LITTLE SERVICE. AND GIVE ME QUALITY FOR
MY MONEY .

"THE CUSTOMER"

- -
A.




HANDOUT #1-8

GOOD BUSINESS

If I possessed a shop or store

I'd drive the grouches off my floor
I'd never let some gloomy guy
Offend the folks who came to buy;
I'd never keep a boy or clerk

With mental toothaches at his work,
Nor let a man who draws my pay
Drive customers of mine away.

I'd treat the man who takes my time
And spends a nickel or a dime

With courtesy and make him feel

That I was pleased to close the deal,
Because tomorrow, who can tell?

He may want stuff I have to sell,

And in that case then glad he'll be
To spend his dollars all with me.

The reason people pass one door

To patronize another store, '

Is not because the busier place

Has better silks or gloves or lace,
Or cheaper prices, but it lies

In pleasant words and smiling eyes;
The only difference, I believe,

Is in the treatment folks receive.

It is good business to be fair,

To keep a bright and cheerful air
About the place, and not to show
Your customers how much you know;
Whatever any patron did

I'd try to keep my temper hid,

And never let him spread along

The word that I had done him wrong.

Edgar A. Guest
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JUST

JUST

JUST

JUST

JUST

JUST

JUST

JUST

JUST

HANDOUT #1-9

RULES FOR A PERFECT DAY

FOR TODAY | will try to live through this day only---and not tackle my whole
life's problems at once. | can do some things for twelve hours that would
appall me if | had to keep them up for a lifetime.

FOR TODAY | will adjust myself to what is and not try to adjust everything to my
own desires. | will take my family, my business, and my luck as they come and
fit myself to them.

FOR TODAY | will take care of my body. | will exercise it, care for it, and
nourish it and not abuse it, nor neglect it, so that it will be a perfect
machine for my will.

FOR TODAY | will try to strengthen my mind. | will study, | will learn some-
thing useful, | will not be a mental loafer all day. | will read something
that requires effort, thought and concentration.

FOR TODAY ! will exercise my sou! in three ways to wit:

I. | will do somebody a good turn and not get found out. If
anybody knows of it, it will not count.

2. | will do at least two things ! don't want to do just for
exercise of will power.

3. | will not show anyone that my feelings are hurt. They
may be hurt, but today | will not show it.

FOR TODAY | will be agreeable, | will look as well as | can, dress as becomingly
as possibly, talk low, act courteously, be liberal with praise, and criticize
not one bit, nor find fault with anything, and try not to regulate nor improve
anyone. :

FOR TODAY | will have a program. | will write down just what | expect to do
every hour. | may not follow it exactly, but I'll have it a pattern to follow.
It will save me from two pests--=hurry and indecision.

FOR TODAY | will have a quiet half hour all by myself, and relax. In this half
hour sometime | will think of God so as to get a |ittle more perspective to my
life.

FOR TODAY | will be unafraid. Especially I will not be afraid to be happy, to
enjoy what is beautiful, to love and to believe that those I love, love me.

-~ AUTHOR UNKNOWN

-1 |
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TRANSPARENCY #1-1

° Effective Retail Sales

Training Program

By
Adult Distributive Education Department

12 Hours of Training
in

‘Eifective Retail
Salesmanship’




TRANSPARENCY #1-2

CLASSES OFFERED BY THE

ADULT DISTRIBUTIVE
EDUCATION DEPARTMENT

* SALES TRAINING

* CASHIER-CHECKER TRAINING
* HUMAN RELATIONS

* SUPERVISORY TRAINING

* TOURIST PROMOTION TRAINING
* MANAGEMENT TRAINING
* SPECIALIZED TRAINING CLASSES

* SPECIALIZED CLINICS AND
PROGRAMS

NOTE:

THE ABOVE ARE OFFERED BOTH DAY
AND NIGHT ON A YEAR-ROUND BASIS. o




PURPOSE OF

TRANSPARENCY #1-3

CLASS

PROVOKE THOUGHT.

INCREASE YOUR SALES.
LEARN FROM OTHERS.

LEARN STEPS AND TECHNIQUES OF
SELLING.,

DEVELOP CONFIDENCE AND
COMPOSURE.

DEVELOP ENTHUSTASM,

LEARN DIFFERENCE BETWEEN THE
PROFESSIONAL AND THE
"ORDER-TAKER",

IMPROVE CUSTOMER RELATIONS
AND SERVICE.




TRANSPARE

OPPORTUNITIES FOR EMPLOUMENT:
Deparfment Stores
Variety Stores

Discount Stores
Specialty Stores

bift Stores
Drug Stores

REMEMBER T0.

~ fipply at the Personnel Office or fo the Manager
~ follow up on the apphication
-~ fipply af a variety of stores

fipply as soon as possible

Q ‘ . -
ERIC -w2. SD
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YOU ARE IMPORTANT T0:
Yourself

Your Customers

Your Department and
otore Manager

Your Fellow Workers

Store Owners




TRANSPARENCY #1-7 |

SALESPEOPLE DRESS FOR:

THE CUSTOMER
THE EMPLOYER

THEMSELVES

WHAT TO CONSIDER:

1. YOUR APPEARANCE IS PART OF THE
STORE DECORATION,

2. WHAT DO THE REGULAR CUSTOMERS IN
THE STORE WEAR?

}° WHAT SHOULD YOU WEAR TO BE
COMFORTABLE?

4“ WHAT DOES YOUR EMPLOYER REQUIRE?

- 35 -




TRANSPARENCY #1-8

When We Meet The Customer

REMEMBER

The U Comes Before The ME




I§3 107 OF THE PEOPLE ARE HARD TO GET E§
% ALONG WITH ALL OF THE TIME. E%‘
I &5 1

WE ARE ALL HARD TO GET ALONG WITH

109 OF THE TIME,

o

o
%} ARE 107 OF YOU HARD TO GET ALONG Eﬁ
%3 WITH ALL JF THE TIME? E%‘
) &%
AR *%**@3“*‘?*@*@%?@“5‘1
o
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TRANSPARENCY #1-10

AN INDIVIDUAL

EMOTIONS -~ _ _
HEALTH=~-- - _ {
HOBBIES - - - - - &%

AMBITION -- -~ [i=———=—LLd ._ _ HOME LIFE
BACKGROUND-- W\ 1yl W -~ ~ EDUCATION

FINANCIAL . - ~
STATUS

AN INDIVIDUAL IS THE SUM TOTAL OF HIS

TRAITS, CHARACTERISTICS, HABITS,

BELIEFS, INTERESTS, EXPERIENCES ---
t
H1s STRENGTHS AnD H1s WEAKNESSES ---

GOOD QUALITIES AnD SHORT-COMINGS ....




TRANSPARENCY #1-11

just a customer

re

You

I WORK HERE
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TRANSPARENCY #1-12

WHAT MAKES A SUCCESSFUL SALES PERSON?

32%
Attitude

25%
Sales Ability

(toward self, (techniques of

customers, store, selling)
co-workers)
26%
17% How To Handle
People

Merchandise
Information

(human relations)

| ERIC - 40 -







WATCH CAREFULLY TO SEE HOW A PROSPECT RESPONDS TO YOUR
APPROACH, - THEN GUIDE YOURSELF ACCORDINGLY .

r - 15
; ‘s
! .




SESSION 2:

APPROACHES AND PRESENTATIONS

Instructional Outline

Methods

IT.

ITI.

Review of Session 1.

Sales Demonstration Assignment.

5

mo oW

5-8 minutes in length.

Sell something of interest to you, related to
your department, and that will involve some
salesmanship.

Plan to bring related items to sell.

Will not be graded on demonstrations--it is for
your improvement.

Customer will buy, but will have some objections
to make the situation realistic.

Why is the Customer Skeptical of You?

Positive thinking and good salesmanship go
together. The topics relating to the techniques
of selling will be discussed in this manner.
However, we need to realize that the average
customer is skeptical of you as a salesperson.

High pressure selling in past.

Dishonesty on the part of some salespeople.
Salespeople often try to sell merchandise un-
suited to customer's needs.

Service is often poor after the sale.

Often customers are skeptical because they are
uncertain of what they want and therefore, are
afraid to get involved with a salesperson. This
js why they try to stay out of the situation by
saying "No, thanks, I am just looking", etc.

With these factors in mind, we need to be on
our toes at all times and try to overcome this
skepticism on the part of the customer.

Have the class fill out
HANDOUT #2-1, "Customer
Relations." Discuss it
and review the first
session. See Pg. 133
for correct responses.

Give suggestions for
sales demonstration at
the 1ast session.

It is best for instruc-
tor to serve as custo-
mer. This allows you
to bring out points
that need discussing.

Discuss this idea.

TRANSPARENCY #2-1. Add
ideas from the group.




SESSION 2:

APPROACHES AND PRESENTATIONS

Instructional Outline

Methods

IV.

What should a good salesperson know to effectively
deal with the customer?

A. Know yourself.

1. Appearance.
2. Enthusiasm.
3. Initiative.
4, Tact.
5. Courtesy.
6. Self-control.
B. Know your merchandise.
1. What you have.
2. What is new.
3. What is on order.
4. How to use merchandise.
5. Special features.
6. Prices.
C. Know your company.
1. History.
2. Goals.
3. Rules and regulations.
4. Organizational chart.
5. Store layout -- location of merchandise.
D. Know your customer.
1. Wants -- Needs.
2. Interests.
3. Personality.

E. What should you consider about the customer's per-

sonality?

Steps of a Sale.

A. Steps of a sale include:

1. Preapproach.

2. Approach.

3. Presentation.

4, Objections.

5. Close.

6. Suggestion selling.

™
s
=%
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TRANSPARENCY #2-2
(5 pages).

TRANSPARENCY #2-3.

Ask: Before we get into
the specific techniques
of selling, can anyone
here name the logical
order of a sales pre-
sentation?

Discuss reactions of
class.

List and discuss the steps
;S 2 sale. TRANSPARENCY




SESSION 2: APPROACHES AND PRESENTATIONS

Instructional Outline

Methods

B.

VI. The Approach.
A.

‘ed on schedule, then the possibilities of success-

Can be summed up as the AIDA Formula for selling.
Attention - Approach.

Interest - Approach and Presentation.

Desire - Presentation and Answering Objections.
Action - Close and Suggestion Selling.

HLWN =

The first 10 or 15 seconds of the sale often-

times determines the success or failure of a

sales presentation. /

1. After the customer has entered your depart-
ment and you as a salesperson feel that they
are interested in merchandise within your
department -- the next 10 seconds can mean the
difference between success or failure.

2. Never approach an individual who seems to be
using your department as a walkway to another
area of the store. This only annoys people
with your store.

The approach in selling is similar to taking a

trip. If you get on the right road and get start-

fully reaching your destination are good. The
same is true of a good approach -- start right and
your chances of successfully completing the sale

will be much greater.

-4 23

Stress the importance of
learning and using the
steps of a sale in a
planned and logical man-
ner. Planning and pre-
paration produce results
in selling. .

TRANSPARENCY #2-5. Cover
right side first to show
the steps in reaching the
customer.

Cover left side next to
show the steps of a sale.

Uncover the entire trans-
parency to show the rela-
tionship between sales
person and customer's
steps through the sale.

Compare the AIDA Formula
with "The Eleven Ways

to Lose a Customer,”
HANDOUT #2-2.

Stop -- wait for 10 se-
conds without talking.




SESSION 2:

APPROACHES AND PRESENTATIONS

Instructional OQutline

Methods

IX.

VII.

VIII.

DO

A.

Objectives of the Approach.

Welcome the customer (guest) to the store and
make him or her feel at ease. It is absolutely
necessary to make your customer feel at home
during the approach.

Make a favorable impression on the customer and
create a favorable atmosphere for the customer
to buy merchandise.

Determine the type of merchandise the customer is
interested in.

Allow yourself to study the customer and tune in
his or her needs. The approach gives you an op-
portunity to size up your customer and to deter-
mine his needs.
which is the ability to understand the feelings,
needs or ideas of others. Putting yourself in
the place of your customer allows you to better
serve your customer.

Elements of a Good Approach.
Be prompt and enthusiastic.

Be positive in nature.
Be sincere, friendly and courteous.

Indicate a desire to serve the customer rather than

sell to the customer.

Factors in Developing a Good Approach.

Promptness.

1. Show customers you desire to help by approach-
ing as soon as the customer enters the depart-

ment.

Acknowledge with a smile; the best ice-break-
er with any customer is a friendly smile.

If you are busy with another customer, say

“I will be with you in a moment."

Make the effort and show her that she is im-
portant.

gl oW N

package as in serving a prospective customer.
Service is the key to selling.

6. The customer comes first--stock work, record
keeping, telephone calls and conversations
with other salespeople should be stopped im-
mediately. When J.C.

salesperson did stockwork he would fire them
on the spot.

- 46 -

Sometimes we call this "empathy,"

Be as prompt in serving a customer returning a

Penney used to visit his
stores, if he saw a customer waiting while the

As a salesperson you have
several objectives to ac-
complish during the ap-
proach. Get some ideas
from the group.

Now that we know what an
approach should contain
and accomplish, let's
decide what factors will
aid us in developing a
good approach to use with
our customers.




SESSION 2: APPROACHES AND PRESENTATIONS

Instructional Outline Methods

7. The only person who (perhaps) enjoys waitinr
for service is the patient in a dentist's
of fice.

8. Your customer will feel ignored after 10
seconds if she is not noticed. (Show the group|
how long 15 seconds, 30 seconds and 1 minute is
to a customer waiting for service.)

9. A prompt approach will gain the favorable at-
tention of your customer, which is necessary to

~begin an effective sales presentation.

10. Your store spends money to get people to visit
- your department. An average store spends 35¢
for every visitor to the store. Make your

guests "paying guests."
B. What you say.

1. A pleasant voice is a must. Speak directly to
your customer.

2. Words should be spoken fully, clearly and with
sufficient volume. 46% of the people you talk
to have a defect in the ability to hear you
speak at the pitch of a usual conversation.

' 3. Look directly at your customer.
a. More effective.
b. Can watch reactions.
c. Customer might be deaf, mute, etc.
d. People show opinions by gestures as well as

words.

4. Pronounce and use words correctly. People have|[HANDOUT #2-3, "Putting in
enough trouble understanding us as it is. a Good Word for the Mer-

5. Try to use proper English -- "Them books are chandise." Ask the group

» new" or "I ain't busy" will turn off many of to try to use these words
your customers. in their sales demon-

6. Avoid using slang words. They may offend your |stration.
customer.

7. Use variety in describing your merchandise. Example: "Mrs. Jones,
Make your merchandise exciting to the customer.|your husband will enjoy
Draw a mental picture with your descriptive wearing these slacks.
words. They are made of dacron

and wool, lightweight,
comfortable and they
wear like iron."

C. Appearance.

1. Your dress and general appearance either im-
presses the customers or causes them to lose
respect for you and the store.

’ 2. Name badges should be worn when appropriate.




SESSION 2:

APPROACHES AND PRESENTATIONS

Instructional Outline

Methods

Attitude.
1.

Posture and Bearing.
1.

-4 4> w M

acial Expressions.

Your attitude is a reflection of yourself, and
your customer can see what you really think of
yourself, the customers, and of your job. A
positive and proper attitude is necessary for
dealing with your customers. You must Tike
your customers, respect them, and desire to be
of service. If you are sincere in this ap-
proach, then your customer will respond favor-
ably to your approach.

Anyone can serve the pleasant customer, but it
takes a professional with the right attitude
to serve the difficult and hard-to-live-with
customer.

Stand erect and on both feet. Ladies, if your
feet hurt, bring extra shoes to,rest your feet.
Contrary to popular belief, counters were not
made to hold up salespeople.

Avoid a "slouch."

Walk with a purpose, don't walk as if you were
on your last mile.

Don't stand 1ike a wooden soldier when you are
working with a customer.

Look your customer in the eye--if you don't,
the customer might think you are hiding some-
thing or that you are dishonest.
Smile.
a. What causes you to smile?
(1) You like people in general.
(2) You realize the value of a smile.
(3) You have the habit of smiling.
b. When should you smile?
(1) When greeting customers.
(2) When returning a customer's smile.
(3) When a customer is grouchy, a plea-
sant smile can often melt the grouch-
iest customer.
(4) When closing the sale.
(5) When thanking the customer for the
purchase.

¢c. How should you smile?
(1) With eye contact.
(2) Without an artificial expression--
be sincere about it.
(3) With ease--it takes 3 muscles to smile

and 27 to frown. Be lazy--smile.

- 4g - =1

Ask this question and
then go on to give the
answers.

Ask this question and
then go on to give the
answers.

Ask this question and
then go on to give the
answers.




SESSION 2: APPROACHES AND PRESENTATIONS

Instructional Outline

Methods

d. Why should you smile?
(1; Wins customers.
(2) Encourages customers to talk.
(3) Helps customers to buy.
(4) Encourages repeat business. .
(5) Develops good public relations image.
e. Don't make your store look 1ike a funeral
parlor--smile. Never look preoccupied--
don't get involved with stock work and for-
get to be interested in your customer.

X. Four Types of Approach in Retail Selling.

A. Service Approach.

1.
2.
3.
4.

Most commonly used.

Usually least effective.

Used with a question "Can I help you?" "Is
someone helping you?" etc.

Usually this approach gets negative response
from the customer. "No, thank you, I'm just
looking." You are striving for positive (yes)
responses in your sales presentation, thus
phrase statements so you will receive posi-
tive answers.

Use service approaches when several customers
are waiting when you return from a break or

a meal, or when you are extremely busy.

- 49 -
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Ask this question and
then go on to give the
anwers.

HANDOUT #2-4, "Effective
Sales Approaches."

Briefly explain the four
basic types of approach:
- Service Approach
- Greeting
- Personal Approach
- Merchandise Approach

Ask the group to rate
each type based on their
own experience in shop-
ping, indicating which
is most commonly used

to which is least common.

Put the results of the
survey on the chalkboard
but do not comment on it
here.

Continue presentation.




SESSION 2: APPROACHES AND PRESENTATIONS

Instructional Qutline

Methods

?reet1ng Approach.

wWwN

(=20 &)1

Personal Approach.
1.

Merchandise Approach.
1.

2.

(9%
.

Never use in normal selling situations (when
there is available time for each customer)=it
Just doesn't get the results you are looking
for.

Welcome customer to store by friendly and posi-

tive greeting.

Example: "Good morning, sir, welcome to the
ABC Varsity Shop."

This is usually effective in establishing a

good relationship with your customer.

Use greeting approach when customer is entering

the department, or when he acknowledges your

presence.

Will produce a favorable response from customer.

Never greet a customer with "How are you to-

day?" or "How are you feeling?" They will

often tell you and you will be listening to

their troubles rather than selling merchandise.

Recognize the customer on an individual basis.

This approach personalizes the initial contact

and any customer likes to be shown special re-

cognition.

Example: "Good morning, Mr. Williams, how is
your son getting along at the univer-
sity? By the way, we received a new
shipment of fall and winter sport
coats that he would like." etc.

Use this approach every opportunity you get.

If you don't know the customer, make an attempt

to learn his name and personal information and

use it in the future.

Is used when a customer is looking at or ex-
amining merchandise.

Use this approach by making a statement or ask-
ing a question about the merchandise of interestl
to customer.

This approach is very effective in getting the
sale off to a good start and determining mer-
chandise of interest to the customer in an ef-
ficient and business 1ike manner.

Use every time the customer is looking at mer-
chandise. This is the most product1ve and
effective approach you can use in retail sell-
ing.

1IT1lustrate a situation
with a hypochondriac.

- 50 - Tt




SESSION 2: APPROACHES AND PRESENTATIONS

Instructional Outline Methods

5. If possible, use the personal and merchandise
approach together for remarkable results.
6. Of course, you wouldn't use this approach un- | At this point have the
less the customer 1s looking at merchandise. class rate the four types
of approaches according
to their effectiveness in
most selling situations.
If time permits, have the
class give you examples
of how they will use the
various approaches in a
selling situation.

XI. Negative Approaches. As we have mentioned, the
strategy in selling is to
get positive reactions
from your customers, not
negative responses.
A. "May I help you?" or sometimes "Can I help you?"
Think how tiresome it must be to your customers
to hear this old refrain throughout the various
‘ stores. This approach is indefinite, commonpiace,
trite, uninteresting and conveys no information
to your customer. This question is a waste of time
because this is the very reason you are here--
to help your customers. It usuaily brings a nega-
tive reply. Please don't use this approach with-
out thinking about it first. For your benefit,
your customers' and the store's benefit, don't
use the following:
What will you have?
Something for you?
Yes?
Could I assist you?
Is someone helping you, dearie?
Can I fix you up today? ‘ Remember, the customer
who has to approach you
to be served makes you |
an order-taker rather |
than a professional. i
1
|

O W —

B. "That dress is $29.95." The dress is plainly mark-
ed for the customer to see. It is certainly not a
friendly greeting and it sounds almost insulting.
Your customer may think you feel she can't afford
the dress, or that you are discouraging her from
buying it. NEVER mention price in your approach.

‘ C. "The large sizes are over there." A customer is

looking in the smaller size dresses and she will

Q. - 51 -
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wear a much Targer dress. The statement “the
larger sizes are over there" may insult the cus-
tomer. How do we know she 1s buying a dress for
herself? She may be buying for her daughter.

Unti1 the customer tells you what she is looking
for, it 1s too risky to make a negative comment.
NEVER assume the customer will buy or want exactly
what she is Tlooking at.

"That is the sharpest looking tie in the store.'
This type of approach will get you into troub]e
The customer may think the color is horrible and
then you start the sales situation off on a nega-
tive note. Also, do not state your personal pre-
ference for merchandise in your approach, and
please do not make wild and unbelievable claims for
your merchandise in the approach--or at any time,
for that matter.

The above examples should point out that extreme
care should be used in approaching customers and
phrase the wording of the approach so as to get a
positive reply and not insult the customer.

This summarizes briefly the approach in retail sell-
ing.

Steps of a sale.

Importance of the approach.

Purposes of the approach.

Elements of a good approach.

Factors important in developing a good approach.
Types of approaches and when to use.

Practices that create an unfavorable impression.
Chewing gum and eating on the job.

Pencil behind ear or in hair.

Sloppy appearance.

Dirty hands and nails.

Ignoring customers while talking to other
salespeople or doing stock work.

STang words and poor English.

esults of a good approach.

Shortens the distance between the sales-
person and the customer.

Puts customer in.a "yes" response mood.
Saves time in making the sale.

May lead to permanent customers for your-
self and the store.

NOOGOT TR WN —
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TRANSPARENCY #2-6
(2 pages).

ments from the class on
approaches in retail sell-
ing. List on the chalk-
board or flipchart.

Ask for additional com- i
]
|
l
|
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XII.

XTII.

A.

B.

Types of Customers.

The majority of your customers will fall into one
of six categories. Let us again emphasize that
customers should be treated as individuals. Custo-
mers may also change from one type to another over
a period of time. However, there are some charac-
teristics and traits that will give us a general
guideline to follow in dealing with our customers.
How to recognize and handle types of customers.

With experience and being observant you can size
up your customers more effectively. This know-
ledge will enable you to better serve your cus-
tomers and also to do a better job of selling.

Presentation of Merchandise.

Elements of a good presentation.

i. Regardless of how much you know about the mer-
chandise you sell, unless you present it ef-
fectively you will never accomplish.all that
is possible. Many sales are lost daily through
indifference, carelessness and sloppy, improper
techniques of presenting merchandise. Present-
ing merchandise is similar to presenting a
play. If you do not prepare, coordinate, and
present it smoothly then it will flop.

2. Key things for you to consider in presenting
merchandise.

Find out what the customer wants.

b. Present promptly.

c. Show proper quantity and quality.

d. Demonstrate the merchandise.

e. Appeal to the senses.

f. Stress benefits and values to the customer.

Buying motives.

1. People buy merchandise and services because of

1]

specific reasons and motives. A know;%gge of
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Ask the class to name
the various types of
customers they encounter
in selling.

TRANSPARENCY #2-7.
ideas of the group.

Passout HANDOUT #2-5,
"Types of Customers"
and discuss.

Add
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why people buy and what type motives your pro-
ducts inspire is essential for an effective
presentation.

Knowledge of why people buy will make your sell-
ing more effective. Poeple buy because of
specific reasons and motives. Analyze your pro-
duct or service and relate the sales presenta-
tion to the customer's buying motives, and your
sales record will zoom up.

The majority of your customers buy from habit
and emotion, not reason or logic. Therefore,
you should appeal to the emotions in selling
while at the same time giving them logical rea-
sons for buying your merchandise. People buy
advantages and results, not products as such.
Recognize that buying is satisfying desires and
that people will buy from you either to realize
a gain or to avoid a loss.

Why do customers buy your merchandise?

Determine the buying motives having the strong-

est appeal to your customer and use them regu-
larly in your sales presentation. Concentrate
on one motive when possible.

Remember that knowledge of buying motives

give you selling power.

\]

|
-,

(

TRANSPARENCY #2-8.

HANDOUT #2-6, "Don't Sell
Me Things."

Have class members give
examples of buying mo-
tives related to products
they are selling, or
might sell. On the
chalkboard 1list examples
given by class members.

Encourage class to ana-
lyze their merchandise
and appeal to motives
that will be of interest
to their customers. Show
how each motive is based
on habit, emotions, or
reason.

Stress that only one
buying motive should be
used at a time, so you
do not confuse the cus-

tomer. Sell satisfac-

tion -- know what it will
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XIV.

XV.

Using Your Senses to

Present Merchandise.
How much does your customer remember about a pre-
sentation?

1. 10% of what he
2. 35% of what he sees.

3. 65% of what he sees and hears.

The more senses you appeal to the more effective
the presentation.

The old saying "a picture is worth a thousand
words" is very true in selling. Show as you talk

hears.

about the merchandise.

Selecting the Right Price Range.
A.

Sometimes we encounter difficulties in determining
which price range to show first. Some retailers
will say show expensive (higher quality) items
first. Others say show the middle price range and
this will allow the salesperson to go up or down
without too much difficulty. Still others say play
it by ear.

Your policy on which price range to show first will

depend on:

1. Your customer -- what is he or she looking for.
Determine this before you show anything.

2. Type of merchandise carried by your store
(hig? fashion, median price, bargain goods,
etc.

3. Policy of your store and department.

Rules to follow concerning price.

1. Never invite a discussion of price.

2. Never avoid price if asked by a customer.

3. Never leave price dangling -- mention the
values as you mention the price.

4, Do not jump to conclusions or assume too much
during the presentation. Wait on cues from the
customer before you start getting specific with
your presentation.

- b5 .- -

do -- know why it will
do it.

Get ideas from the class.

Place on the chalkboard
High, Medium, Low. Say
"I¥ you start with the
medium price you have two
ways to go -- otherwise
you only have one
choice.”
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XVI. Know Your Merchandise.

Knowledge in selling will enable you to survive,
succeed, and advance on the job. You need to know
your merchandise, your customers and your store and
its policies.

A. Why you should know your merchandise.

1. Makes your job and work more enjoyable.

2. Develops your self confidence.

3. Increases the effectiveness of your sales pre-

sentations.

4. Creates customer confidence.

5. Increases sales.

What happens if you do not know your merchandise?

1. Lose sales.

2. Lose confidence of customers.

3. Lose customers (average fam11y is worth approx=}
imately $500-$800 per year in sales, can ycu
afford to lose your customers?)

C. What you should know about your merchandise.

1. Classification and department number of your
merchandise.

Prices.

Sizes.

Uses.

Advantages.

Guarantees.

Styles.

Quality of merchandise.

Construction and how made.

Brand names.

Major selling points.

Location in department, in stockroom or stor- |Get other types of needed

age. information from the class.

D. Where can you find information about the merchan-

d1se you sell?

From the merchandise itself.

Labels or tags.

Other salespeople.

Buyers.

Managers.

Customers.

Advertising (local and national).

Periodicals and trade magazines.

From manufacturers of products.

Other sources from the group. HANDOUT #2-7, "Merchandise

Information Breakdown

Development Chart;" review.

—_ et '
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XVII.

Techniques of Presenting Merchandise tc Customers.

DO

1. Present goods promptly.

2. Stress value and benefits.

3. Determine interests of the customer.

4. Demonstrate and get merchandise into the hands
of the customer.

5. Know why customers buy your merchandise.

6. Appeal to several senses in the presentation.

7. Know your job, your customers, your merchandise
and your store.

8. Appreciate your merchandise and what it can do
for your customers.

9. Use enthusiasm when talking about your merchan-
dise.

DON'T

1. Stress price.

2. Leave customers out of the presentation.

3. Forget motives of your customers.

4. Push your personal preferences onto the custo-
mer.

5. Rush the customer. Present at a pace to suit
your customer.

6. Confuse the customer with too many items at one
time.

7. Start showing merchandise until you determine a
general price range; if no preference is stated
by your customer, start at the medium price.

8. Ask what price or what type merchandise. This

limits your possibilities for a sale, especial-
1y if you don't have the specific merchandise
you suggest.

o
o)
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Ask the class members to
answer all these ques-
tions at home about at
least one product they
sell. :

Pass out and discuss
HANDOUT #2-8, "Presen-
tation of Merchandise."

TRANSPARENCY #2-9.

Ask for comments from
the group on presenta-
tion of merchandise.

Ask class to start

thinking about how to <
overcome objections and ;
close the sale for the j
next session. 1




HANDOUT #2-|

EVALUATION SHEET FOR SESSION |

CUSTOMER RELATIONS

All of the following statements are either true or false. |f the statement is correct
write "TRUE", and if anything about the statement is incorrect, write "FALSE". Please
write in the space provided by each question. This quiz is for your benefit only. No
one else will see this sheet. You can check your accuracy after the group completes

the test.

With today's liberal attitude toward individual freedom, there is no need
to worry about grooming and personal appearance.

Most job failures are related to human relations and personality pro-
b lems---not knowledge of job skills.

If you aren't born with a "sales personality" then your prospects of
becoming a top notch salesperson are very slim.

"Empathy", or looking at the situation from the customer's viewpoint, is
as important as knowing the techniques of selling.

Basically, all customers are alike and can be handled the same in most
selling situations.

One of the most important things for you to remember in selling is that
people are selfish; they think of themselves first, others second.

Your first concern as a salesperson should be to sell merchandise to
customers.

A survey indicated that over 50% of elements necessary for success in
selling dealt with human relations and attitudes, not sales techniques
and merchandise knowledge.

Research has found that the majority of the customers who leave your
store do so because of high prices and poor merchandising.

Your employer is not your "real" boss.
You, not the store owners, are the "key" to the success of the store.

The only purpose of this course is to increase your sales.

No one else in the world has a personality exactly like your own.

Learning a customer's name isn't important as the majority of the store's
customers never come back anyway.

The best way to be successful in selling is to concentrate on trying to
help your customers solve their problems, and not worry about selling.

Retail salesmanship is not difficult and anyone can be successful at it
without really trying.




HANDOUT #2-2

10.

11.

ELEVEN WAYS TO LOSE A CUSTOMER

Don't bother to know anything about clothing; just be glib and hand
out the baloney.

If you don't know a customer very well, just greet him informally
with "Hi ya, fella." That gets things off to a good start.

Run down your competitors. Leave no doubt in the customer's mind
that they're all crooks.

Spread on a lot of talk about politics, the war, and the economic
situation. Your prospect will have a good chance to get a lot of
gloom off his chest, ‘and put himself in a good frame of mind.

When a man asks an involved question about suit construction or fit,
tell him it's not important.

Even if you can't come within two sizes of fitting him properly, try
and sell him what you have. Be sure to tell him you can have the
shoulders altered to perfection.

If the customer says something you disagree with, start an argument
right then and there. Tell him where to get off.

Unload all your troubles on him. Misery loves company, and if you
both have the blues, you'll both have a swell time together.

If he finds what he wants and is ready to buy it, try to sell him
something else (because it's more to your personal advantage).

When he's ready to walk out without buying, keep right after him.
Annoy the hell out of him. You should be doggedly persevering.

Turn pale and run like the devil when he says your price is too
high.
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COLORS ARE:

Misted
Daring
Jewel-like
Royal
Qut-of-doors
Subtle
Glowing
Vibrant
Dramatic
Novel
Subdued
Deep
Strong
Lively
Dark

LINES ARE:

Straight
Square
Rounded
Sculptured
Boxy
Carefree
Unbroken
Blocky
Pencil-1like
Smooth
Molded
Draped
Corseted
Suave
Flattering
Rippling
Slinky
Revealing
Sleek
Slenderizing
Feminine
Lithe
Reed-1like
Tubular
Thin

Slim

Trim
Youthful

HANDOUT #2-3

PUTTING IN A GOOD WORD FOR THE MERCHANDISE

FABRICS ARE:

Velvety
Firm
Supple
Effective
Glossy
Sleek

‘Glistening

Quaint
Crisp
Smooth
Feather-Weight
Deep
Luxurious
Elegant
Casual
Shiny
Rich
Formal
Dull
Pliable
Sturdy

TRIMMINGS ARE:

Sparkling
Shiny
Twinkling
Gleaming
"Dripping"
Feminine
Quilted
Fringed
Tufted
Metallic
Glamorous
Dramatic
Glittering
Decorative

- 6] -

HATS ARE:

Dramatic
Dashing
Rakish
Pert
Perky
Saucy
Jaunty
Frivolous
Trick

FURS ARE:

Chunky
Lavish
Luxurious
Supple
Graceful
Extravagant
Effective
Rich

€3

ACCESSORIES
ARE:

Decorative
Colorful
Elaborate
Slenderizing
Contrasting
Complementing
Interlocking
Crisp

Fresh
Tailored
Glamorous
Glittering
Tricky

Gay

Youthful

EVENING
FASHIONS
ARE:

Alluring
Sleek
Bewitching
Exquisite
Irresistible
Captivating
Beguiling
Exciting
Youthful
Glamorous
Enchanting
Romantic
Regal
Elegant
Bouffant
Dignified
Fascinating




HANDOUT #2-4

EFFECTIVE SALES APPROACHES

The first ten seconds of the approach often determine the success of the
sales presentation. A good approach should:

NN =

1.
2.
3.
4.

1.

Be prompt and enthusiastic.

Be positive in nature.

Be sincere and courteous.

Indicate a desire to serve rather than sell.

The effective approach will:

Welcome the customer (guest) to the store and department and
make him or her feel at ease.

Make a favorable impression on the customer and create a
"favorable atmosphere" for the customer to buy merchandise.
Determine the type of merchandise the customer is interested
in,

Allow the salesperson to "study'" the customer and '"tune-in"
to his or her needs.

Types of approaches in retail selling:

SERVICE APPROACH is usually used with a question. For exam-
ple, "May I help you?" or "Is someone helping you?"

When is this used?

GREETING APPROACH acknowledges presence of customer by a
friendly and positive greeting. For example, "Good morning,
sir, welcome to the Men's Varsity Shop."

When is this used?

PERSONAL AFPROACH is used when the salesperson personally
knows the customer. For example, '"Good morning, Mrs. Jones.
I hope your vacation to Florida last week was enjoyable."

When is this used?

MERCHANDISE APPROACH may be used when a customer is looking
at or examining merchandise. Salespeople should make a
statement or ask a question about the merchandise in this
type approach. For example, "Good morning, sir. That suit
is made of 100 percent lightweight wool, has two pairs of
pants, and can be worn three seasons of the year. Which
color do you like best?"

When is this used? .




HANDOUT #2-5

o TYPES OF CUSTOMERS

Your effectiveness as a professional salesperson will be greatly increased by your
knowledge of the major types of customers and how to treat them. All customers are
different and should be treated as individuals. Customers may switch from one type
to another over a period of time or under different circumstances. However, the
following information will give you a general guideline to follow in working with
the customers you serve.

TYPE OF CUSTOMER HOW TO RECOGN!ZE HOW TO HANDLE
LOOKER l. Says she is just looking. | . Be pleasant and welcome to look.
{casual) 2. Moves slowly and fingers 2. Don't pressure.
customer merchandise. 3. Use merchandise approach, if
3. Often moves away when possible.
approached. 4. Invite back to store, even if
4, May buy on impulse. she didn't buy.
TALKATIVE I. Friendly, jovial. |. Listen.
(friendly) 2. Likes to talk and gossip. 2. Don't become personal.
customer 3. Apt to discuss personal 3. Don't gossip.
matters. 4. Bring back to merchandise.
4. Will told up other customers{5. Don't get impatient.
. SILENT . Not positive in nature. I. Don't talk too much.
{unfriendly) 2. Not enthusiastic. 2. Watch her actions.
customer 3. Talks very little. 3. Demonstrate merchandise.
4, Give selling points slowly.
5. Be patient.
6. Ask questions with a "yes'" or
"no" answer.
UNDECIDED . Continually changes mind. |. Help her to decide.
customer 2. Afraid of not getting her 2. Stress economy and quality.
money's worth. 3. Be firm and convincing.
%, Often will go home to think [4. Show variety of merchandise, one
about it. at a time.
4. Will check with wife/husband]5. Look for signs of interest.
5. Doesn't know merchandise.
DECIDED I. Knows what she wants. |. Show merchandise quickly.
(deliberate/ 2. Business~like in nature. 2. Give selling points in direct
positive) 3. Direct in manner. business~-!ike manner. 1
customer 4, Asks for specific items. 3. Let her do the talking.
4, Use caution in suggesting
substitutes.
HURRIED, !. Quick and abrupt. |. Serve promptly.
NERVOUS, 2. Nervous actions. 2. Sympathize with her problems.
IMPAT IENT 3. Demands attention quickly. 3, Be alert---act quickly.
. customer 4. Often talks fast and loud. |4. Use caution in suggesting |
substitutes. i
5, Cover steps of a sale as soon as ’
possible. f

El{j}:‘ - 63 - ) %




HANDOUT #2-6

Don'T SELL

DoN'T SELL

DoN'T SELL

Don'T SELL

DoN'T SELL

DoN'T SELL

Don'T SELL

Don'T SELL

Don'T SELL

DON'T SELL ME THINGS

Me CLOTHES.

Sell me neat appearance -- style -- attractiveness.

Me SHOES.

Sgll me foot comfort and the pleasure of walking in the open
air.

Me FURNITURE.

@
Sell me a house that has comfort, cleanliness, contentment.

Me Books.

Sell me pleasant hours and the profits of knowledge.

Me Tovs.
Sell me playthings to make my children happy.

Me TooLs.

Sell me the pleasure and profit of making fine things.

Me TIREs.

Sell me freedom from worry and low cost per mile.

Me PLows,

Sell me green fields of waving wheat.

"E THINGS,

Sell me ideals -- feelings -- self-respect -- home life and
happiness!!




HANDOUT #2-7

o MERCHANDISE INFORMATION BREAKDOWN DEVELOPMENT CHART

FACTS AND FEATURES:

What it is (name of product).
Who makes it (name of manufacturer or processor).

"What it is made of (kind of material: plastic, steel, rayon.
cotton, etc.).

How it is made -- manufactured -- processed.
What it will do -- 1its uses -- purposes.

How it operates -- performs.

Sizes -- colors -- styles -- models available.

How to care for it.
Any services provided (alterations, installations, repairs).
. Guarantees or warranties.

Other information which might be useful in the sales presentation
such as method of payment, delivery, etc.

SOURCES OF INFORMATION:

Printed material (tags, iabels, manufacturer's booklets, etc.).
AdVértisements.

Instructions with merchandise.

Salesmen and suppliers' representatives.

Catalogs and trade magazines.

Co-workers.

Customers who have used the product.

Own experience with the product.

Training programs for salespeople.

- 65 -
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HANDOUT #2-8

PRESENTATION OF MERCHANDISE

Regardless of how much you know about your merchandise, unless you pre-
sent it effectively, all else will have been done in vain. Indifference,
carelessness, and improper techniques in presenting merchandise are the
causes of many lost sales.

Key points to remember in presenting merchandise:

Present promptly.

Show proper quantity and quality.
Demonstrate the merchandise.

Appeal to the senses.

Stress benefits (values) to thz customer.

[Sa IR RN FN I NS

Techniques to use in presenting merchandise:

1. Ask questions as you start the presentation -- listen to the
customer.

2. Determine, if possible, the needs of the customer before
starting presentation.

3. Handle merchandise with care and pride; if you don't value
your merchandise, neither will your customer.

4, Display and dramatize (appeal to the senses and demonstrate).

5. Put the merchandise in the hands of the customer; get your
customer into the presentation.

6. Use buying motives.

7. Tell points of interest about the product.

8. Adjust presentation to customer needs.

9. Avoid downgrading your competition; it is not ethical and

casts suspicion on you as a salesperson.
10. Help the customer to buy -- tell uses, values, quality, etc.
11. Use descriptive terms to make merchandise more desirable.
12. Use enthusiasm when talking about the merchandise.
13. Use specific facts and SELL VALUES, NOT PRICE in the presen-
tation.

Knowledge and appreciation of your merchandise is essential to a good
presentation.




TRANSPARENCY #2-1

®  WHY IS THE CUSTOMER
SKEPTICAL OF YOU?

* High Pressure Selling in the Past

_e7. €3
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TRANSPARENCY #2-2

Know
Your
Merchandise

. Know

Yourself

Your
Company

Know

Your
Customer




TRANSPARENCY #2-2
(continued)

k Tact '

AppEARANCE
|Li
Personality Invelligence
InTeGRiTY

h
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TRANSPARENCY #2-2
(continued)

\_

Special Features

History

Source

Uses

KNOW YOUR MERCHANDISE

J




‘ TRANSPARENCY #2-2
i (continued)
°* KNOW YOUR COMPANY
®
Organization
| Policies
Rules
' HiSTORy

\ Ob]ECTi\/ES
@
e M- T3




TRANSPARENCY #2-2
(continued)

X
Pl Nes”s " N
a
! N 3

Characreristics

INTERESTS

Needs
\ Buving  Morives
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TRANSPARENCY #2-3

o NAREUP OF YOUR CUSTOMERS PERSONALITY

*  YOUR RELATIONSHIPS WITH CUSTOMER
*  RELATIONSHIPS WITH YOUR STORE
*  FINANCIAL STATUS
*  MORAL STANDARDS

*  JOB INTERESTS

*  ENVIRONMENT
*  EXPERIENCES

*  EDUCATION

*  EMOTIONS

*  TEMPERMENT
*  AMBITIOM
*  RELIGION
*  REALTH
*  HOME LIFE

REMENBER oo cscnessiome is T
® TREAT FACH CUSTOMER AS AN INDIVIDUAL!

. -737-
ERIC O




TRANSPARENCY #2-4

STEPS OF A SALE

+ Pre-approach
+ Approacls
* Presentation
+ Objecrions
* Close
* Suggestion Selling




® WHAT IS THE AIDA FORMULA ?
Attel;tion — Approach
Interest = Approach and
Presentation
®
Desire —  Presentation and
Objections
Action — Close and

- Suggestion Selling "
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% “May | help you 15 ouf

% [lever mention price in your approach

% [Jatch msults about customer size

% Jon't assume answers

% o't elmmate possibilities for a sale




TRANSPARENCY #2-6
(continued)

TYPES OF APPROACHES IN RETAIL SELLING

* SERVICE APPROACH
* GREETING APPROACH
* PERSONAL APPROACH

* MERCHANDISE APPROACH

PLEASE DON'T USE THE FOLLOWING:

WHAT WILL YOU HAVE ?
SOMETHING FOR YOU ?
YES ?

CouLd I ASSIST YoU ?

IS SOMEONE HELPING YOU., DEARIE ?

CAd I FIX YOU UP TODAY ?




 TRANSPARENCY #2-7

TYPES OF CUSTOMERS

Liooker (casual)

Talkative (friendly)

Silent (unfriendly)

Undecided

Decided (deliberate-positive)

Hurried-Nervous-Impatient




®

LRY DO CUSTOMERS BUY YOUR MERCHANDISE ?

* GAIN * FEAR * ENVY

* PRIDE * CURIOSITY o SAFETY

* IMITATION * RIVAvLRY * ECONOMY
() * LOVE *  CONVENIENCE * NECESSITY

* - COMFORT * RECOGNITION * HEALTH

BUYING MOTIVES GIVE Y0U SELLING POLER
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TRANSPARENCY #2-9

KEY POINTS IN PRESENTING
‘ MERCHANDISE

DO

* PRESENT PROMPTLY

* STRESS VALUE AHD BENEFITS

* DETERMINE INTEREST OF CUSTOMER

* GET CUSTOMER INVOLVED

* KHOW BUYING MOTIVES

* APPEAL TO SENSES

* KNOW YOUR JOB - CUSTOMERS -
MERCHANDISE - STORE

* APPRECIATE YOUR MERCHANDISE

* RE ENTHUSIASTIC

DON'T

* STRESS PRICE _

* LEAVE CUSTOMER OUT OF PRESENTATIOHN

* FORGET BUYIHNG MOTIVES |

* SHOW PERSOMAL PREFEREWNCES

* PUSH THE CUSTOMER 1
* COYFUSE THE CUSTOMNMER (tTo00 MANY ITEMS) i
* SHOW WRONG PRICE RANGE |
* ASK UHAT PRICE OP TYPE MERCHANDISE ‘
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GIVES UP TOO EASILY THAN FOR ANY OTHER REASON.
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Be HARD TO DISCOURAGE., MORE DEALS ARE LOST BECAUSE A SALESMAN




SESSION 3: OBJECTIONS AND CLOSING THE SALE

Instructional Qutline

Methods

I. Objections.

A.

What is an objection?

An objection is resistance from the customer to
the sales presentation, the merchandise, and pos-
sibly ycu--the salesperson. Objections occur in
the majority of your sales presentations and are

a natural and necessary part of the sales process.

You should expect and encourage objections from
your customers, not fear or avoid them. If you
plan to close more sales you must be able to

handle objections in a direct and forceful manner.

Why objections are important.

1. To your customer an objection is either an
excuse to leave or a sincere request for more
information. Learn to distinguish between
excuses and real objections.

2. Objections may seem small and unimportant to
you, but if they are raised by your customers
then they are important and worthy of your
serious consideration. '

3. If you do not properly handle your customer's

objections you will lose the sale and possibly

the customer.
4. Objections oftentimes give you an opportunity

to determine your customer's problem, which in

turn allows you to complete the sale.
Why objections are raised by customers.
1. The customer is often unsure of own self in a
buying situation.
The customer is often not positive that the
merchandise will meet his needs.
The customer often needs proof of claims made
for the merchandise.

PHw N

dise uses.
The customer may request more information.

[= ) N4 ]

ing the merchandise.
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The customer often needs reassurance of merchan-

The customer often needs justification for buy-

Have the class fill out
HANDOUT #3-1, "Effective

-|Approaches and Productive

Presentations." Discuss
and review second session
See Pg. 133 for correct
answers.

TRANSPARENCY #3-1.




SESSION 3: OBJECTIONS AND CLOSING THE SALE

Instructional Qutline

Methods

Types of customer objections.

1. Objections on need of merchandise.

2. Objections on features of merchandise.
3. Objections on store and {ts policies.
4. Objections toward you--the salesperson.
5. Objections on price.

Other causes of customer objections.

Sometimes we run into difficulties with a cus-

tomer that has nothing to do with our sales presen-
tation -- yet these factors often directly affect
the outcome of the sales presentation.
Bad experience with the store in the past.
Hearsay and gossip about the store, its pro-
ducts, and personnel.

Bad cup of coffee that morning.

Quarrel with the wife.

Trouble in parking.

Not in the mood for shopping, but forced to

because of necessity and other members of the
family.

How can we overcome these psychological problems

before and during the sales presentation?

Smile.

Good approach.

Offer prompt and efficient service.

Ask questions that will solve the customer's

problems.

Know your merchandise.

Treat customer with courtesy and respect at all

times; after all the customer is your boss.

Techniques of overcoming objections.

1. Almost any customer objection can be answered
successfully if you know all the techniques.

2. Your primary job during the entire sales pre-
sentation is to stress value, benefits and
advantages. If you do this then price will
never be a problem for you to handle.

3. Your sales presentation and handling of objec-
tions should be geared to building up value
in the mind of the customer and downgrading of
price as an important factor. Practice this
and selling will be a breeze for you.

oW nN —
. . . . . .

(o) &, ] Bwh—
- - . » . -

Get other examples from
the group.

HANDOUT #3-2, "How Do You
'Weigh Up'?" Discuss.

HANDOUT #3-3, "Sales Ob-
jections -- How to Handle
Them." This sheet will

enable you to discuss all
the possible alternatives

for answering objections.




SESSION 3: OBJECTIONS AND CLOSING THE

SALE

Instructional Outline

Methods

II.

1.

~N oY (&2 B~ #L ] no

How to answer objections and complaints effectively.

Listen to the objection or complaint -- Took at
the problem from the customer's viewpoint.
Repeat the objection to the customer -- this
eliminates misunderstandings.

Agree with the customer -- never argue.

Be honest at all times.

Answer the objection or complaint promptly and
don't pressure the customer.

Be courteous at all times.

Look for other underlying (real) objections
that may be bothering your customer.

Remember that sincere objections are to your advan-

tage and they indicate interest and desire for the
merchandise on the part of your customer.

Questions That Build Barriers Between Salesman and

Customers.
A. "What kind?"
1. When we ask this question we limit the inven-

B.

1.

tory. If we do not have what the customer

wants we have added another brick.

When a customer says, "I'm looking for draper-

jes for a two-room apartment . . ." you destroy

the mood when you ask what kind of material.

How can you capture her interest . . . What

would you say?

a. "What color is your carpeting?"

b. "What color predominates in your furni-
ture?"

c. "Are you using glass curtains or venetian
blinds?" -

When a customer says, "I'd 1ike some perfume

for an old lady . . ." you would add a brick

when you say, "Any special kind?" How would

you capture her interest? "We have two de-

lightful perfumes; rose and 1ily of the valley.

If she 1ikes to be a bit daring, this spicy

fragrance might please her, also."

"What price?"

Actually, few customers really know what price
they intend to pay until they see the merchan-

- 83 - 86

Have the class give ex-
amples of each method
for illustration pur-
poses.

TRANSPARENCY #3-2.

What are some questions
that might build barriers?
Get discussion.




SESSION 3: OBJECTIONS AND CLOSING THE SALE

Instructional Outline Methods

dise. Price is seldom mentioned in the first

place. Not because price isn't important, but
they know they need a certain color, a certain
fabric or style. They expect the salesperson

to give them expert help.

2. Have you ever heard from salespeople such re-
marks as, "That's all we have at $4.98 or
"You wouldn't think of paying $37.50, would
you?"

3. What is the safest price range to show first?
The medium-priced quality. Why? From the mid-
dle price you can go either up or down, de-
pending on the customer's reactions.

4. If the customer wants something less expensive
she will tell you . . . If she makes no comment
on price you can show her the finer quality.

5. What might happen if we show the most expensive
first? The price may scare the customer away.

~A11 of us are hesitant to admit aloud that we
cannot afford the finest quality. We would pro-
bably react with a "I'11 look around."

6. We hope (and if it is handled right) the dis-
cussion of price should come up naturally and
should be followed by a review of the benefits
of the merchandise . . . and should come at the
end of the sale.

III. Objections and Psychological Walls. Use a pile of books to
stack up here. Tell the
group that each book re-
presents a brick in a
wall which builds a bar-
rier for the success of
the sale.
A. There are many ways that an inexperienced sales-
person can ruin a sale.

I 1ike to think of it as building a brick wall
between the salesperson and the customer--not an
actual brick wall of course, but a psychological
wall that prevents us from making a sale.

Lets pretend these books are bricks. I will tell
you a little story about an inexperienced sales-
person attempting to serve a customer and every-
time she makes a mistake, I will put another brick

on the wall.
&7




SESSION 3: OBJECTIONS AND CLOSING THE SALE

Instructional Outline

Methods

I went into the store one day to buy my mother
some pearls.

The girl at the jewelry counter was talking with
another salesgir] and it was some time before I
got her attention.

She finally acknowledged me by saying, “Something
for you?" )

I told her I wanted some pearls, and she brought
out the least expensive thing she had and made no
comment. I had to ask her if she had something
better because this was a gift.

She brought out one string of pearls and announced
the price. I asked her why they were so expensive,
and she said she guessed they must be real pearls.

She looked bored. I started to ask to see others
when the phone rang and she carried on a long con-
versation about lunch while I waited. By this time
I was getting angry and I asked her if that was all
she had. She made some comment in a scathing tone
about getting out the entire stock if that wasn't
.enough.

While I looked at several strands which she prac-
tically threw at me, she got out her nail file and
filed a nail that was breaking. THAT DID IT:

I left without the pearls and went across the
street to a another store.

This has been an example of how an inexperienced
salesperson can build a wall between herself and
a customer in a hurry.

Few salespeople are guilty of building the wall
with such a succession of mistakes.

But perhaps those of us with more experience are
nevertheless guilty of building psychological bar-
riers of a more complicated pattern~-we all have
occasional "walk-outs" . . . We all have customers
that we seem to be unable to reach--perhaps we

can discover a few mistakes that we too can eli-
minate.

-8 - €8

Lay a brick.

Lay a brick.

Lay a brick.

Lay a brick.

Lay a brick.

Lay a brick.




SESSION 3: OBJECTIONS AND CLOSING THE SALE

Instructional Qutline

Iv.

Summary on customer objections.

Why are objections so important?

Why do customers raise objections.

. Types of objections..

Indirect causes of objections.

How to overcome psychological objections.
Techniques of overcoming objections.

.. How to handle objections and complaints by
customers.

Consider objections as challenges not problems
in selling.

Other comments from the group before going on
to the close of the sale.

~NOG WY —

W0 oo

Closing the Sale.
A.

Definition of the close.

The close of the sale means that the customer has
accepted the merchandise offered by the salesperson.
The close is the goal of every sales presentation.
The close is the result of a well planned and or-
ganized sales presentation. You aren't going to
close every sales presentation, but you will close
a8 higher percentage of your sales if you prepare
yourself well and learn to work with people. The
close is not difficult if all other parts cof the
sales presentation have been handled properly.
Conditions for a successful close.

1. Favorable attention has been gained through

a good approach.

Interest has been aroused in the customer.
Desire for merchandise has been created in the
customer.

Customer is ready to take action on the presen-
tation.

Objections have been overcome in good fashion.

efits.

Customer's mind is in a state of approval.
Effective two-way communication have been devel-
oped.

uying signals.

Often we can observe a customer and "sense"

when to close the sale. The following will

give you indications of when the customer is
ready to buy.

— o oo~ (228 Eo w Mo

The price has been cutweighed by value and ben-

Methods

.
(4

TRANSPARENCY #3-3.

£9
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SESSION 3: OBJECTIONS AND CLOSING THE

SALE

Instructional Outline

Methods

2.

(a) Facial expression - smiling, agreeable ex-
pression, no worried look.

(b) Positive actions - reaching for purse,-

bil11fold, charge-plate, picking up certain

items repeatly, handling and observing spe-

cific items, etc.

Indirect agreements or leading questions

such as the following:

(1) Do you deliver?

(2) May I put this in the lay-away?

(3) This looks like it will serve the pur-

- pose okay.

(4) Okay, if you say it is that good.

(5) How long does it take for delivery?

(6) May I exchange or get my money back if
I change my mind later?

(d) Weak objections.
(1) 1 hadn't planned on buying this today.
(2) I don't really need this coat, but I

like 1t, etc.

As long as your customer is offering objec-

tions, she is still interested and the possi-

bilities for closing the sale are excellent.

(c)

Techniques of closing sales.

The close should be natural and logical, not
a battle of nerves or wits.

Don't be afraid to close. You are a sales-
person and the customer expects you to sell
her merchandise, so don't be bashful. Be
bold and forceful in the close, but don't be
too pushy and scare your customer away.

Errors often made in closing sales.

[o W4, | PN —

Salesperson hurries customer.

Salesperson tries to force action.

Salesperson didn't handle objections properly.
Salesperson didn't assist customer in choosing
merchandise.

Merchandise not suited to customer's needs.
Value and benefits not stressed to customer.

20
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Ask the group if they
can think of other
signals that a customer
could indicate during
the sales presentation.

HANDOUT #3-4, "Closing
the Sale." Discuss tech-
niques that make the
close easy.
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AN

Instructional Oufline : Methods
F. Summary on close. Get different class mem-
Unless you have or develop the ability to close bers to summarize the key

sales consistently you will never be.an outstand- |points listed below.
ing salesperson.

What is a close?

What is necessary for a good close? -

What are some buying signals?

Name some things we do wrong in our closes.
Name some techniques of closing the sale and TRANSPARENCY #3-4.
give an example.

T wWwhN—

Remind the group of their
sales presentations at
the last session.

TRANSPARENCY #3-5.

In the next session we
will be talking about sug-
gestion selling and re-
lated sales duties. Ob-
serve suggestion selling
technigeus for the next
session.




HANDOUT #3-1

EVALUATION SHEET FOR SESSION 2

EFFECTIVE APPROACHES AND PRODUCTIVE PRESENTATIONS

All of the following statements are either true or false. |f the statement is correct
write "TRUE", and if anything about the statement is incorrect, write "FALSE". Please
write in the space provided by each question. This quiz is for your benefit only. No

one else will see this sheet. You can check your accuracy after the group completes

the test.

l. The average customer is not skeptical about what you say, so concentrate
on the presentation.

2. _ According to the AIDA formula, the purpose of the approach is to gain
favorable attention of the customer.

3. The first |10 seconds can determine the success of the entire sales pre-
sentation.

4, Treating a customer as a guest in your home is carrying the purpose of
the approach too far.

5. A positive attitude toward the customer is very important fo the success
of the presentation.

6. All non-selling activities should be stopped immediately when a customer
“enters the department, regardless of how much work you have to do.

7. Your customers may think you are hiding something if you don't lock them
in the eye while you are talking to them.

8. Using slang words is permissible because no one expects you to be perfect.

9. I+ takes fewer muscles to frown than it does to smile.

10. The personal approach will get your customer's attention, respect, and
confidence in most situations.

. The merchandise approach cannot be used unless a customer asks for a spe-
cific product.

12. Salespeople should not bother with the "looker" type of customer as they
will take up valuable selling time.

13. Everyone is interested in prices, so talk about prices in your approach.

14, One of the biggest mistakes you can make in selling is to ignore your

customers.

I15. The "talkative" customer is the easiest customer to sell.

6. Most people buy merchandise because of emotions, not reason and logic.

17. Thinking well of your merchandise is as important as knowing the major
selling points of your merchandise.

18. You should not involve your customer in the presentation if the product
you are showing is cimplicated and expensive.

19. According to the AIDA formula, the purpose of the presentation is to 1
create interest and desire for the merchandise. |

20. The least effective and most used approach in Retail Selling Is, "May | {
help you?" %

-8 - :
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HANDOUT #3-2

HOW DO YOU "WEIGH" UP ?

P>V =NO SALE

(WHEN PRICE 1S GREATER
VALUE THAN VALUE IN THE
EYES OF THE CUSTOMER,
THERE 1S NO SALE.)

PRICE

(WHEN VALUE 1S EQUAL ‘
TO PRICE IN THE EYES

‘W\// OF THE CUSTOMER,
THERE MIGHT BE A
PRICE VALUE SALE---IT IS A TOSS-

UP.)

PV = SALE

PRICE (WHEN THE VALUE 1S
GREATER THAN THE
PRICE IN THE EYES OF
THE CUSTOMER, THERE
WILL BE A SALE.)

VALUE




HANDOUT #3-3

SALES OBJECTIONS -- HOW TO HANDLE THEM

No sales happen without objections. As long as the customer is objecting, she is

still buying. Customer objections are a natural and necessary part of the sales
process. It is essential that you be able to answer questions and objections
promptly and smoothly. The following methods will assist you in handling objections

in a direct and forceful manner. You are on your way to becoming a professional
salesperson when you can handle any and all objections raised by your customers.

I. "YES, BUT" METHOD -- is an indirect way to answer the objection. You first agree
with the customer to soften the effect, and then you overrule the objection.

Customer: | love this dress, but | don't think it would take the wear or
the washing...| want to use it as an everyday dress.

Salesperson: Yes, this material does look fragile, but it is made of 100%
polyester, and the recommended care is home washing. |t is
one of many dresses made of a new miracle fabric.

2. "QUESTION WITH A QUESTION" METHOD =- this method puts the responsibility of

answering the objection on the shoulders of the customer. |f a customer answers
his own objection, it is more effective than if you answered the objection.

Customer: That is too much to pay!
Salesperson: | notice you have a pretty pair of shoes. You certainly have

to pay for quality, don't you? It is the same in dresses.
You get what you pay for.

3. "ANTICIPATE OBJECTIONS" METHOD -- this method permits you to answer the objec-

t+ion before It is asked by the customer. Objections answered before they become
an issue give you a better chance to close the sale. From experience you will
know the most common objections raised to a particular product feature. It is
often wise to prevent that objection by covering that feature early in the sales
presentation.

Salesperson: Mr. Jones, this pair of shoes is one of our better pairs.
However, before we go any further let's find out why they are
better. For example, these shoes are double=soled, fully
leather=|1ined.

4. "SUPERIOR POINT" METHOD -- use this method when the objection raised by the cus-

tomer Is valid. You should admit the truth of the objection and then offer a

superior point which will out-weigh the objection.
Customer: The price is too high!
Salesperson: | admit this is not a low=priced suit. Here Is the reason

why...look at the label. This brand means quality to thousands
of particular buyers all over the country. This is a 100% wool
gabardine, cut in the latest fashion.

-91- 84




HANDOUT #3-3
(continued)

5. '"DEMONSTRATION'" METHOD -~ you can overcome objections by demonstrating the merits
of a product to a doubting customer. Seeing is believing, and a picture is worth
a thousand words. Overcome the objection by showing that the product is really
what you say it is.

Customer: I bet this material wrinkles.

Salesperson: (demonstrates by wrinkling the dress that it comes out perfect-
ly smooth)

6. "DIRECT DENIAL" METHOD -- you can sometimes firmly deny the validity of an objec-
tion, but of course you must be very careful to avoid an argumentative manner.
If you are on good terms with your customer your direct denial will have all the
more weight. This method is best used when the objection is in the form of a
question. Always use a smile with this method.

Customer: Won't this material shrink?

Salesperson: Absolutely not. This material has been preshrunk. This is
your guarantee on the label.

7. U"EXPLANATION" METHOD -- is very effective but must be used with caution. In this
situation you ask the customer to explain his objection. This method will allow
you to find out the real objection or deal directly with the problem at hand.

Customer: | wouldn't have an orlon blouse for anything in the world.

Salesperson: |I'm interested to learn why you feel this way. (This gives you
an opportunity to answer step-by-step any real objections she
might have.)

8. M"TESTIMONIAL" OR "THIRD-PARTY" METHOD -- this technique uses the influence of a
neutral third party To overcome The objection of the customer. The third party
technique is based on the follow-the-leader instinct that most people share to
some degree.

Customer: | don't think | should take this dress. | just know that it
won't wash...and it is a light color...just think of all those
cleaning bills!

Salesperson: | can understand you thinking that way. That's what a lot of
women have told me, but | had a customer in just this morning
that wanted a dress made out of this material. She says she
wished her whole wardrobe was out of this material. It is so
easy to take care of...just rinse it out in lukewarm water and
hang it and let it drip-dry. Really no ironing is needed.

But if you want to touch it up, then just a few swipes with a
cool iron and it is ready for wearing again.

Always listen fto an objection and if possible have the customer repeat it back to you.

Answer objections promptly -- delays become road blocks to closing the sale.

NEVER ARGUE WITH A CUSTOMER -- WIN AN ARGUMENT AND LOSE THE SALE AND THE CUSTOMER.

P
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HANDOUT #3-4

CLOSING THE SALE

A successful close is the goal of every sales presentation. Without "action" the
entire selling process would come to an abrupt halt. The close is the result of a
wel I-planned and organized sales presentation. The ability to close sales In various
situations, with all types of customers, will make you a "professional". The follow=-
ing tips provide proven techniques in closing sales.

M
A CEASE SHOWING NEW MERCHANDISE.
K -
E - Oftentimes additional merchandise may confuse the customer.
- No more than three items should be out at the same time.
T
H
E REMOVE MERCHANDISE IN WHICH THE CUSTOMER HAS NOT SHOWN INTEREST---NAKROW THE
CHOICE.
c - Place unwanted merchandise to one side and concentrate on merchandise in
L which the customer is definitely interested.
0
S - Don't try to sell the customer your preference---show them what they
E want to see.
- Be tactful so the customer will not think you are impatient.
E
A
S SECURE M!NOR DECISIONS FROM THE CUSTOMER THROUGHOUT THE SALE.
Y
- Obtain a series of "yes" answers on minor decisions during the presenta-
tion. This will make the latter part of the sale easler and give you
o more time to concentrate on the close.
(o]
o REPEAT THE DEMONSTRATION IN MORE DETAIL AT THE END OF THE SALE.

- Stress the advantages and features of the merchandise.
- Repetition does much to impress points upon the mind.

-~ Sum up selling points in the demonstration.

SOLICIT THE OPINION OF OTHERS.

- The opinion of a friend, husband, or wife may speed up a decision.

- Be careful in giving personal opinions, unless you know the customer
well. Your personal recommendation Is not of great value to most
customers.




HANDOUT #3-4
(continued)
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THE DIRECT QUESTION

- The salesperson may ask a question which requires a "yes" or '"no" answer.

- "Shall | wrap this for you?"

PRESENT ING ALTERNATIVES

- Salesperson presents two possibilities, each of which is favorable to the
sale.

- "Which would you like, the blue one or the red one?"

SUGGESTING A DECISION

- The salesperson asks a question or makes a statement which suggests a
favorable decision.

- "Do you think that two will be enough?"

ASSUMING A DECISION

- The salesperson assumes the saie has been made.
- "You certainly have made a wise decision."

- Must be used with tact and courtesy.

USING TESTIMONIALS

- "Merchandise is tested and approved by the Good Housekeeping Institute."

- Such testimonials may help the customer to reach a decision.

USING TERMS TO CLOSE

- Show the customer that she may buy C.0.D., charge, lay-away, or time
payments.

FIT THE CLOSING TO THE NEEDS OF THE OCCASION

- When it is obvious that the customer is buying something about which she
knows little or has had little experience in buying, she usually needs
assistance in reaching a decision.

a7




TRANSPARENCY #3-1

® Donr assume an objecrion veans NO

Most objecrions
ARe A ReQuesT for more HELP




TRANSPARENCY #3-2

TIRS ON HANDLING OBJRCTION

- OBJECTIONS ARE NATURAL AND SHOULD
BE EXPECTED

- AS LONG AS YOUR CUSTOMER IS OBJECTING
SHE IS STILL BUYING

- OBJECTIONS ARE A REQUEST FOR MORE
INFORMATION

HOW T0 OVERGOME AN 0BJEGTION

* LISTEN

* REPEAT

* AGREE

* BE HONEST

* ANSWER PROMPTLY
* BE COURTEOUS

* LOOK FOR OTHER REASONS FOR OBJECTIONS o

a9
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TRANSPARENCY #3-4

TECHNIQUES TO USE
IN CLOSING SALES

* Direct Question

* Presenting Alternatives

* Suggesting a Decision

* Assuming a Decision
* Using Testimonials

* Using T'erms to Close

* Adjust the Close to your Customer o
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’ TRANSPARENCY #3-5

o COMMUNICATION MAKES THINGS HAPPEN
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Suggestion Selling
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SESSION 4: SUGGESTION SELLING

Instructional Outline

Methods

I.

Suggestion Selling.

A.

What is suggestion selling?

Suggestion selling is the "extra" part of the sale.
Usually suggestion is used after the basic steps of
the sale are completed or nearing completion (ap-
proach, presentation, objections, close). The goal
of suggesting merchandise that will be of benefit
to the customer. Suggestion selling is good sales-
manship because it is based on the purpose of sell-
ing -- full and complete service to all your custo-
mers.

When to use suggestion selling.

1. Start of the sale, if customer is unsure of her
needs.

During sale, as you demonstrate and show mer-
chandise.

At the close of the sale, but before the mer-
chandise is taken to the register.

When the requested item is not in stock, sug-
gest a suitable substitute.

When the requested item is not carried by your
store, suggest similar merchandise that is
carried by your store.

Importance of suggestion selling.

To the customer.

a. Is often needed merchandise.

b. More satisfaction in original sale.

c. More respect and confidence in the sales-

person and the store.

d. The customer will come back to the store if
her needs are met. She will use your store
as a "one" stop, full service store.

-- the salesperson.

a. More sales.

b. More repeat of customers (most important

group of customers to a store).

c. More opportunities for salary increases and

promotions.

d. Makes your job more enjoyable by offering

additional service.
3. To the department manager and owner(s).

a. More satisfied customers.

b. More sales and profits.

c. Opportunities for increased salaries, in-

come and promotions.

(8, L] w N
. . . .
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Review Session 3; pass
out HANDOUT #4-1, "Over-
coming Objections and
Closing the Sale." See
Pg. 133 for correct re-
sponses.

Examples:

- Batteries with toys

- Purse to match shoes
- Bowling bag with ball
- Film with camera




SESSION 4: SUGGESTION SELLING

Instructional Outline

Methods

II.

D.

4.

Economy .

a. Keeps production going.

b. More jobs and better overall business econ-
omy.

Order-taker vs. the professional.

1.

Key
1

2.
3.
4.

Why
1.

Anyone can stand by a cash register and ring up
sales that require little or no effort. This
type of person is called an order-taker or
clerk. It takes a professional to be able to
work successfully with all customers and to

consistently increase customer sales and satis-|

faction through the use of suggestion selling.
Suggestion selling is for no amateur. It takes
skill, tact, and a thorough knowledge of your
merchandise to successfully increase sales with
your customers. Often your customers will not
buy the related or suggested item, but enough
customers will buy to more than justify®*the
effort.

As long as your customer keeps buying, keep
showing merchandise.

A question for you to consider: "Are you an
order-taker or a professional salesperson?"

points to remember on suggestion selling.

When to use suggestion selling.

Why suggestion selling?

Difference between order-taker and the profes-
sional.

Some techniques to use in suggestion selling.

Related Sales Duties.
A.

should we discuss related saies duties?
Approximately 40-60% (depending on season of
the year) of your time is spent in non-selling
activities. If we spend this much time in non-
selling activities we need to know what our re-
sponsibilities and duties are in this area.
Knowledge of related sales duties will save you
ime, effort, and the store money.
Profit is often made or lost in non-selling
areas and activities.
Knowledge of related sales duties will build
better customer service and confidence for you
and the store.
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TRANSPARENCY #4-1.

HANDOUT #4-2, "Tips on
Being a Professional".

HANDOUT #4-3, "Tips on
Suggestion Selling".

TRANSPARENCY #4-2.

Get reactions and comments
from the group before
going to related sales
duties.

TRANSPARENCY #4-3.




SESSION 4: SUGGESTION SELLING

Instructional Outline Methods

B. Related sales duties.
1. Customer service is the real reason for your
job service of selling.
Returns.
Exchanges.
Special orders.
Advice and information on use of your mer-
chandise.
e. Giving information on your store and its
facilities to customers who need it.
2. Cooperation with other employees and management.
a. You are but one of a total group working
together toward a single goal -- offering
needed goods and services to customers
which will make a profit for the store.
Therefore, your efforts and cooperation are
necessary for the success of the store.
b. How to get along with co-workers.
(1) Treat and know people as individuals.
(2) Realize that people's moods are un-
. predictable.
(3) Don't pass the buck.
(4) Be loyal to co-workers.
253 Seek promotions on your own merit.
6) Work for good department morale.
c. How to get along with management.

(1) Be sold on and work for aims, goals and
objectives of your supervisor and em-
ployer.

(2) Stick with your supervisor and support
his decisions.

(3) Take constructive criticism as an op-
portunity for self improvement.

(4) Suggest ideas that will improve the or-
ganization.

(5) Accept and carry out all assigned duties
without prodding from your supervisor.

(6) Do related sales duties without direct
supervision.

(7) Realize that supervisors are human be-
ings and have varying moods of behavior.

3. Handling of money. HANDOUT #4-4, “Techni-
ques of Hand1ing Money."
Stress that using a
proper and standarized
procedure of handling
‘ money will eliminate
99% of all problems re-
lating to money handling.

a0 oo
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SESSION 4: SUGGESTION SELLING

Instructional Outline Methods

4. Cashing checks. HANDOUT #4-5, "Guidelines
for Cashing Checks."
Stress that bad checks
are the nation's number
one crime primarily be-
cause of indifferent at-
titude on the part of na-
tion's salespeople. The
customer is not always
right when he is cashing
a check. Investigate be-
fore you pass out your
store's money and mer-

chandise.
5. Shop11ft1ng prevention. HANDOUT #4-6, "Tips on
One of the most frustrating, embarrass- Hand1ing Shoplifting Pro-

ing, and dangerous problems facing the re~ {blems."
tailer today is also one of the most ex-
pensive in terms of lost profits and

sales.
b. Stopping shoplifting is a team effort.
6. Know tax breakdown for your state. Know how to|HANDOUT #4-7, "State of ‘
use a tax chart and short-cuts for easy and Ohio, Department of Tax-
most common sales amounts. ation." Substitute your

own state's tax rates if
not in Ohjo.
7. Stock work and department neatness.

a. Everyone should be ana is responsible for
keeping the merchandise neat, orderly, and
clean.

b. Don't become impatient with customers be-
cause they tear up your neat rows of mer-
chandise. Remember that a professional
cares more about customer satisfaction
than about neat rows of merchandise. Cus-
tomers like to prowl; let them and they
will buy more and more often.

c. If you aren't assigned specific responsi-
bilities in stock see your supervisor;
there is always work to be done in a de-
partment.

8. Sales promotion display.

a. You probably are not responsible for de-
partment display and sales promotion, but
you can help and suggest ideas from time
to time.

b. Keep up with advertising and sales promo-
tions going on in your store and depart-
ment, and be able to discuss intelligently

Q - ]04 -
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SESSION 4: SUGGESTION SELLING

Instructional Outline

Methods

with your customers.

The worst thing you can do is charge a cus-
tomer the regular price on a sale item; the
customer will be sure you are trying to
cheat him...or that you are just plain
stupid.

9. Record keeping and inventory.

a.

You have heard that death and taxes will
always be with us. Well, in retailing re-
cords and inventory problems and work will
always be with us. Accept this as a part
of your job, smile, and stay with it.
Records and inventory are important to buy-
ers, supervisors, managers, store control-
lers, and of course the Internal Revenue
Service.

You must be accurate at all times as an
error could affect future sales, inventory
control, profits, etc.

05 - 18

Discuss and give exam-
ples.

TRANSPARENCY #4-4.

Briefly summarize ses-
sion.

Remind them of their

sales demonstrations for

the next session.

- 5-8 minutes in length

- Something of interest
to you and related to
your work

- Bring related items
for suggestion sell-

ing

- Wi1l not be graded --
is for your improve-
ment and benefit. Any
suggestions or com-
ments made will be for
improvement of your
sales techniques.




HANDOUT #4-1

EVALUAT ION SHEET FOR SESSION 3
OVERCOMING OBJECTIONS AND CLOSING THE SALE

All of the following statements are either true or false. |f the statement is correct
write "TRUE", and if anything about the statement is incorrect, write "FALSE". Please
write in +he space provided by each question. This quiz is for your benefit only. No

one else will see this sheet. You can check your accuracy after the group completes

the test.

l. Objections are a natural and necessary part of the sales presentation.

2. Objections indicate that a customer is not interested in the merchandise.

3. A customer will sometimes make objections because he is uncertain of what
he is about to buy.

4. The "direct denial™ method is the simplest method to use in overcoming
objections.

5. Anticipating objections is one of the most effective ways to eliminate
customer resistance to your sales presentation.

6. "| appreciate you asklng that question, Mrs. Jones. Would you please ex-
plain what you mean by it," is an example of the "yes,but" method of
answering objections.

7. I the objection or question raised by your customer seems unimportant,
you should ignore it and continue with your presentation.

8. Sometimes a smile is your best weapon in overcoming customer resistance
to you and the sales presentation.

9. The best way to overcome the objection to price is to talk about values
and not mention price until near the close of the sale.

10. Objections from customers should be encouraged by the salesperson, not
avoided or ignored.

il The close of the sale is very difficult, even If you have practiced good
salesmanship throughout the presentation.

12. "How long does it take for delivery?" is a signai that the customer is
ready to buy the merchandise.

13. As long as the customer offers objections you have an excellent oppor-
tunity to close the sale.

4. . i | f possible, sell the merchandise to the customer, even 1f he is unsure
about what he wants or needs.

15. ¥ in doubt about your customer, wait until he tells you he wants the
merchandise before you close the sale.

16. You should offer your customer at least four choices during the close.

17. Your personal testimonial is very effective with your customers; use as
often as possible.

18. Concentrate on the "buyer" during the close and do not waste your time on
persons with your customer; i+ will make your close less effective.

19. An effective way to close sales is to repeat the major benefits and fea-

‘ tures of the merchandlse to the customer.
20. A series of "yes" responses on minor decisions durlng the presentation
will make the close easy. 107
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HANDOUT #4-2

TIPS ON BEING A PROFESSIONAL

A professional sells himself, his products, and store all the time.

A professional knows the effective techniques of selling and practices them con-
sistently.

A professional knows his merchandise and how It will benefit his customers.
A professional knows his customers.

A professional has "empathy" for his customers. He looks at things from the view-
point of the customer.

A professional looks professional -- neat, clean, and businesslike at all times.

A professional acts professional. For example: A professional doesn't get per-
sonal In front of customers; doesn't grumble before customers; doesn't allow
visitors to take up selling time; doesn't grumble when customers tear up a neatly
arranged display, etc.

A professional has a positive and optimistic attitude toward his job, his custo-
mers, his supervisors, his co-workers and the selling profession.

A professional doesn't stop learning about his job, his customers, his merchan-
dise and hls profession. )

A professional keeps up on what is going on in the store -- sales promotions,
display, advertising, policies, procedures, personnel changes, etc.

A professional looks for ways to improve himself, and takes criticism construc-
tively.

A professional has a liking, understanding and respect for his customers re-
gardless of their race, color, creed, or economic status in life.
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HANDOUT #4-3

TIPS ON SUGGESTION SELLING

Suggestion selling is the high point in Retall Salesmanship. Suggestion selling sep~
arates the professional salesperson from the "“order-taker." Properly used sugges=
tion selling benefits’ the customer, the store, and you the salesperson. Suggestion
selling is beneficial to the customer because it encourages her to buy additional
needed merchandise. |+ is beneficial to the store because it increases the sales
volume and profits. Increasing the sale iIs benefictal to you because it brings in-
creased pay and opportunities for advancement. )

Suggestion selling requires the utmost skill. |If you practice poor suggestion sell-
ing, your customers will resent tt+ -- for it appears to be high pressure selling. It
requires careful preparation and an organtzed plan of presentation. You can make
suggestion selling effective by:

Justifying the suggested item(s).

Suggesting at the right time.

Using positive suggestions.

Making suggestions in a cordial manner. :

Displaying merchandise as you suggest. Be specific in your suggestions.
Eliminating trite, worn-out, common suggestions.

Knowing your customer and merchandise. Look at the situation from your
customer's viewpoint.

8. Using suggestions throughout the sale.

SO WN—

‘ Suggestion selling should fit the person, the time, and the situation.

Suggest related merchandise.

Suggest larger quantities.

Suggest high priced merchandise (greater value and benefits).
Suggest new merchandise.

Suggest specials or speclally advertised merchandise.

Suggest merchandise for special occasions.

Suggest new uses for merchandise.

Suggest substitute cr alternate merchandise.

Suggest mark-down merchandise (clearances, season changes, etc.).
Suggest related merchandise in other departments.

OWVWONOWVIHWN—

Don't be guiITQ of the following suggestions:

How about some . . . today?
Nothing else, is there?
Would that be all today?

. Would you like to see . . .?
Do you need some . . .7

Ul NN —

Suggestion selling should:

I. Add to the enjoyment of the first purchase.
2. Add or suggest something to match the first purchase.
3. Add or suggest to customer'!s complete needs to use with her first purchase.

As mentioned above, suggestion selling, used on a consistent and regular basis, will

‘ mean greater customer satisfaction and more profits for the store. Good suggestion
selling techniques will also bring you salary increases, personal growth, and op-
portunities for advancement.

ARE YOU A PROFESSIONAL SALESPERSON OR JUST ANOTHER "ORDER-TAKER?" |

Q : - 109 - o~
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HANDOUT #4-4

TECHNIQUES OF HANDLING MONEY

In addition to selling, another primary responsibility of a retail salesperson is to
handle money and cash reglster transactions quickly and accurately.

CHANGE MAKING

Be sure you have sufficient change in your register when you open the register or
report to your department. [t Is embarrassing to you when you run out of change
and a definite inconvenience to your customer.

Write up the sales ticket or ring the sale on the register before you wrap or bag
the merchandise. This procedure will save you time and the customer embarrassment
in case the sale is not completed.

Double check your merchandise and see that department and classification data are
properly recorded. This information is important to the department manager, buyer,
accountants, etc.

Mention the total of the sale and the amount received to the customer.
Put the money on the cash register change plate. Do not put in the drawer.

Give change back to the customer by starting with the amount of the sale. Stop
at the amount given you by the customer. For example: "That will be $5.99 out
of $20.00." Count $5.99, $6.00, $7.00, $8.00, $9.00, $10.00, and $20.00. Please
put the money in the customer's hand. Place the money received from the customer
in the proper compartment of the cash register and close the drawer before you
complete the sale.

Give receipt and merchandise to the customer. The receipt should be placed in the
customer's package.

Sincerely thank the customer for shopping at your store, reassure her of purchase
and welcome her back to visit your store and you.

DO'S AND DON'TS IN HANDLING MONEY

Do make change in the fewest pieces of money possible.
Do keep your cash drawer closed when it is not in use.

Do call your supervisor if a mistake is made. This will protect you, as well as
the customer.

Do remain calm if a customer tries to rush or confuse you.
Do place bills face up in the right compartment.
Do not ring up more than one sale on the register at a time.

Do not run out of change. |f you do, be sure the drawer Is closed while you are
gone.

(-
- 10 -




HANDOUT #4-4
(continued)

. 8. Do not give change while ringing up a sale. This is confusing and causes errors.

9. Do not argue with the customer if a question of an error is present. Be cour-
teous and friendly with the customer at all times.

0. Do not attempt to apprehend a "short-change artist" or "counterfeit bill passer".

Get description and license number (if possible). Notify your supervisor and, if
possible, try to delay the suspect.

%3
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HANDOUT #4-5

GUIDELINES FOR CASHING CHECKS

‘Check the date. Accept no post-dated or pre-~dated checks.

Check to whom it is made payable. Have all checks made payable to your company
and for the amount of the purchase.

Check the amount in fligures with the written amount.

Inspect the signature. Make sure it is legible and is the same as the printed
personalized portion. Be sure that the check is endorsed in your presence.

Secure the address and telephone number if the check is not personalized.

Check bank code number and transit numbers.

Ask for identificaiton; multiple identifications are best.

If in doubt, call your supervisor or authorizer.

| driver's license is used for identificaiton, compare the:

(a) Physical description and license with person cashing check. Compare signa?
ture on both check and driver's license. :

(b) Write the driver's license number on the back of the check.

(c) Write the state in which driver's license was Issued.

Write your three initials on the upper right hand corner or on the back of the
check.

| possible stamp check "for deposit" before putting in the cash register drawer.
(Do not accept third party checks without the o.k. of your supervisor.)

Do not become upset by the impatient or hurried customer.
Do not cash out-of-town checks on out-of-town banks. Strangers are more likely
+o be bad check passers. Professional bad check artists often work on weekends

and on holidays.

Watch out for alterations, blots, blurs, illegible signatures, retraced strokes,
changes in ink or width of ink lines. [f In doubt, don't accept the check.

REMEMBER -- A check Is a worthless pliece of paper unless it is filled out pro-
perly.




HANDOUT #4-6

TIPS ON HANDLING SHOPLIFTING PROBLEMS

Tips on Prevention of Shoplifting

19.

Use alert, aggressive salesmanship at all times; greet each customer promptly.
Keep aisles clear.

Place expensive items behind counter or in a closed display case.

When possible, keep items away from the edge of the counter.

Check dressing rooms often for clothing left by customers. Check customers as
they enter and leave the dressing room.

Keep empty hangers off display facks at all times.

Keep displays as complete as possible; this makes it easier to spot shoplifters.
Check merchandise as you write up the order. Look for ticket switching and
concealment of additional merchandise inside merchandise customer is buying.
KNOW YOUR MERCHANDISE.

Never turn your back on a customer if you can avoid it.

Be especially alert during opening, closing, and lunch hours.

Shoplifters fear attention -- give them plenty of alert, friendly service.

The shoplifter never keeps his eyes on the merchandise he is about to steal.

Watch the hands -- the hands do the stealing.

Quick movements and shoulder jerks often give away shoplifters as they go
through the motions of concealing or juggling the merchandise.

Beware of loosely wrapped parcels which could have false openings.

Be especially observant of people wearing loose, bulky coats or dresses, or
capes.

Professional shoplifters often travel in pairs. Watch out for the "faint" or
"fight" techniques. Professlonals use distractions to create opportunities
to steal.

One of the simplest methods of shoplifting is for a person to try on merchan-
dise and then walk away from the department wearing it.

Never leave your section unattended.

- 13 - 1D
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HANDOUT #4-6
(continued)

? <

20. Watch for prowlers in stockroom. Question any unauthorized person you find in
t+he stockroom and, 1f necessary, call security or your superior.

Things to Do |f Shoplifting Occurs

I. Never accuse a person of stealing.

2. Be positive that a theft did take place.

3. Notify store security or your superior at once.
4. Get identification of person involved.

5. Never use force especially in the store.

6. Treat the person with care at all times.

7. Do not take action unless you are authorized to do so by your employer; you could
get involved in a false arrest action.

8. Know your shoplifting laws and consult with police department before you take any
action.

NEGLECT OF CUSTOMERS IS THE GREATEST CAUSE OF SHOPLIFTING -- BE ALERT AND PRACTICE
PROFESSIONAL SALESMANSHIP AT ALL TIMES.




HANDOUT #4-7

STATE OF OHIO
o

DEPARTMENT OF TAXATION

Less than 16¢ . & & ¢ v v v v 0 v v v b v o o e e e e e e e e e « « « « No Tax
.16 to .3l inclusive « « v v v v v v v h 0 e e e . « .. s |2 Tax
.32 to .51 inclusive . .« . . . .. c e e e e e e e s e e s . 2¢ Tax
.52 to .71 inclusive « « « « &« ¢ o o . . e e e e e e e 3¢ Tax
.72 to .08 inclusive « « ¢ v v o v o ¢ 4o o o o o o e o o o 4¢ Tax

.09 to .31 Inclusive « « . ¢« ¢« ¢ ¢« o o o « e e e o o o e o« 5¢ Tax
1.32 to .51 inclusive « « « ¢ ¢ ¢« ¢« o o . e« e s e o o+ o . 6¢ Tax
1,52 to 171 QnclusiVe « v v v v v v v e e e e e e . T¢ Tax
.72 to 2.08 inclusive « « . « . « . . e e e e e e e e+ . . 8¢ Tax
2 09 to 2.31 inclusive « « « « ¢ « o o . .. e e e e e o e o 9¢ Tax

2.32 to 2.51 inclusive « ¢ ¢ ¢« ¢ v @ e o o o o o o o & e+« «10¢ Tax

2.72 to 3.08 inclusive « « « « + . . . e e e e e e s e o . ol2¢ Tax
3.09 to 3.3l InClusSive « v v v v v o o o o e s o o e e e e e 3¢ Ta